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Quality Plus Advertising 
Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 
economy. 

Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 
Fence Posts—write today for full details. A real profit opportunity 
awaits you. 











wire Compan 
~ <—— 2! 


<TH, 
Soe | 


st. 








AMERICAN STEEL & WIRE COMPANY _ 
208 S. La Salle St., Chicago 30 Church St., New York 


Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland Dallas Denver 
Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia Pittsburgh 
Salt Lake City St. Louis Wilkes-Barre Worcester 
U. S. Steel Products Co.: San Francisco Los Angeles Portland Seattle Honolulu 
Export Distributors: United States Steel Products Co., 30 Church St., New York City 
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“Heat Seal '29’’—All 
cushion. Best 4-ply 
fabric. impregnated 


Au kinds — All types — All with grease-preof 
packaged. Leaders for sixty-one 
years. Today Bosley’s is sold to 
all the leading jobbers and to 
manufacturers of the better re- 
frigerators. 





To have been in the field for over 


half a century means full knowl- “Amoco” — Copper 
: hi moth proof felt. 
edge and experience which insure Double "contact ea- 


satisfaction to your customer, 
yourself and your jobber. Bosley’s 
first fundamental patents were 
taken out in 1884. 





You want the best. Demand it 


THE LEADING _- >y name,—“BOSLEY’S.” 





“Best Seal—i930’’— 


JOBBERS SELL THED. W.BOSLEY CO., cuicaco, u. Ce 





proof rubber 


ROSLEY’ 





Weather Strip 


TRADE MARK REGISTERED 
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The world’s largest cigar factory, 
the new plant of the American 


¥ NEW IN KANSAS CITY Cigar Company. Capacity, 2 mil- % 


4 lion cigars daily; investment, 
3 $3,000,000; payroll, $4,000,000; 
employees, 2,900. 


am 


Center of a 50-million-dollar tele- 
phone expansion, with the South- 


, western Bell Telephone Company 
% NEW IN KANSAS CITY reconstructing its long distance 

lines in underground conduits 
through the Southwest. 


\ Om. 


A record year of new industries and 
expansions: 128 new concerns; 236 
‘expansions among existing indus- 


% NEW IN KANSAS CITY tries, with accompanying record a 








HS asa ti 


H | inflow of investment capital from 
| other sections for building and 
{ / industrial development in Kansas 
A City. 

\ Om. 

| A new downtown skyline in one 


year: Upward of 20 million dollars 
§ N EW [ N KAN SAS CITY expended during the year in down- © 
town construction, and more than 
75 million dollars already pledged 
to general construction within 
Kansas City during 1930. 





INDUSTRIAL COMMITTEE OF THE CHAMBER OF COMMERCE 


KANSAS C HWY aileeibie 


MI S S O URI and I attach the coupon to my letterhead as as- 


surance of my interest, without obligation, of 
course. 





Name 








Address 





12230 
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DISPLAY PACKAGE No. 2 


This contains 12 of the newest Eveready 
Flashlights — the pen-light in nickel, 
ivory, and green. The size and shape of 
a fountain pen. Convenient for vest- 
pocket or lady’s hand-bag. 95 cents, 


complete. 
List value of pen-lights (case and 
lamp, without battery) ....... $9.60 
Dealer net price ...............0.-sss0ss0008 6.36 


DISPLAY PACKAGE No. 30 


This contains 12 assorted flashlights. 
(Those not shown are stored in a rear 
compartment.) 

List value of flashlights (case and 
lamp, without battery)..............814.90 


Dealer net price..................cssss000 9.80 


You mean 
flashlight 


Flashlights well 
displayed and 
properly demon- 
strated make 
more and faster 
sales. 





| EXCLUSIVE FEATURES DURABLE FINISH: 





Home 
TTong Range PCS 
for Motorists OF 





DISPLAY PACKAGE No. 21 


This contains 12 assorted flashlights in 
color. (Those not shown are stored in a 
rear compartment.) 

List value of flashlights (case and 
lamp, without battery) . $15.40 


Dealer net price ............cccesssccecevese 10.06 
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sales increased 20 to 50 per cent? 


Yes, they certainly did! We have 
the figures to prove it. And the fig- 
ures are a record of experiments, 
made in representative stores 
throughout the country. Briefly, 
here is how the experiments were 


conducted: 


At first, all the stores went along 
asusual. We didn’t touch their stocks 
or displays. No matter how the 
Evereadys were arranged, even if 
they were jumbled up like a rum- 
mage sale, we let them stay that way. 
But a record was kept of the 
Evereadys sold. 


After a period of this, we went to 
work and arranged the Evereadys in 
compact, neat groupings. These were 


put at cash registers, at the place 


where customers wait for packages, 
or in any place that gets lots of 
attention. Again a record of sales 
was made—and it showed a 20 to 


50 per cent increase! 


It'll pay you to get the new Ever- 
eady Display Packages. They’re more 
attractive-looking than ever! And 
not only that, they allow you to 
show nine of the biggest-selling 


Eveready models, all at the one time! 


Get all of these new Eveready 
Display Packages—and give them 
some good display. Open the pack- 
ages and set them up in a place 
where most of your customers will 
see them! Don’t forget that proper 
display made a 20 to 50 per cent 


increase! Order from your jobber. 


NATIONAL CARBON COMPANY, Inc. General Offices: New York, N. Y. 


Branches: Chicago 


Kansas City 


New York 


San Francisco 


Unit of Union Carbide WEE) and Carbon Corporation 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 


—they sell faster 
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for GLAZING... 





































1 Used with Eagle White Lead, Heavy 
Paste, it dries to a beautiful, glossless 
flat finish—easily washed. Forall types 

} ofinterior painting of walls, ceilings, 

} woodwork. With Soft Paste, pro- 

duces semi-flat or eggshell finishes 


2 Does not show brush marks. 





Mixed with a little spar varnish it 
makes an excellent bronzing liquid, 
either with aluminum or bronze 
powder. 

















WITH THESE IMPORTANT ADVANTAGES 


4 When mixed with any high grade 
varnish, that really dries flat, it 
makes an excellent glazing and 
blending liquid for tiffany effects — 
because it sets slowly. 

Makes a fine undercoating for 
enamel when used with Eagle 
White Lead, Heavy Paste. 

6 Comes in quart and 1-gallon cans 
and 5-gallon drums. All packages 
equipped with easily-opened 
“* Upressit”’ caps. 


use the new EAGLE 
FLATTING OIL... 


Although Eagle Flatting Oil was intended 
primarily for use with Eagle White Lead 
in producing glossless, washable interior 
finishes, it has become very popular as a 
glazing liquid. 

When used for glazing or blending it 
should be mixed with any high grade flat 
varnish that really dries flat. It sets very 
slowly, has a high spreading rate, flowing 
smoothly under the brush. One gallon 
covers about one thousand feet. Colors 
blend beautifully and easily. 

If there is any particular use of Eagle 
Flatting Oil you are interested in, write us 
a note and we will gladly supply detailed 


information with formulae. 


The EAGLE-PICHER LEAD CO. 
134 North La Salle Street, Chicago 
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TAN DARDIZE 


sA(ationally Advertised 
NAO) bay ACLOITSCL 


Cut Down Inventory Z 
Increase Sales./ 


LERT dealers, in ever-increasing numbers, 
stock and sell U. S. Poultry Fence exclu- 
sively....because it is the only netting that 
meets every demand of their trade. . . .because it 
enables them to reduce inventories. . . .speeds up 
turnover. ...increases sales and profits... .dis- 
courages price competition. 
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Successful 
, Farmir p 


U. S. Poultry Fence is the ONLY nationally adver- 
tised poultry netting on the market... .the only net- 
ting the consumer knows and asks for by name. Ad- 
vertisements in leading farm and poultry publications, 
with circulation totaling millions, are now urging pros- 
pects to buy this modern netting from their dealer. 


Let us urge you to take advantage of the constantly 
growing demand for U.S. Poultry Fence! Standardize 
on this fast-selling netting--then watch profits grow! 


U. S. Poultry Fence is sold only through the regular 
wholesale and retail trade. If not familiar with this 
modern netting, write for miniature sample roll. 


Indiana Steel & Wire Company 


Muncie, - - Indiana 
Manufacturers also of 


IMPERIAL 


Farm Fence 
Poultry Fence 
Lawn Fence 
Steel Posts 
Gates 

Flower Border 
Trellis 
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“Local Color’ 


to Help You Sell 
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(UR 1930 DISPLAY provides a 

background of local color to 
Nicholson File Company National 
advertising which should send file 
buyers into your store. 


This display is just as carefully planned for 
your store window as Nicholson advertising 
is designed for space in magazines and news- 
‘papers. Compact, colorful, and flexible, it 
does not take up too much space, but still 
gives you an adequate display. 


As usual, there is no charge for the Nichol- 
son File Company Display. But it is never 
sent unless the hardware dealer requests it. 
As the supply is limited, we suggest that 
you tear off the coupon, fill it out and drop 
it in the next outgoing mail. 


NICHOLSON FILE COMPANY 
Providence, R. |., U. S.A. 








A F I i E F O R Nicholson File Company 


EVERY PURPOSE 


Providence, R. I., U.S.A. 


Name 


Gentlemen: Please send me, free of charge, 
the Nicholson File Display for 1930. 





Street Address 


(Please print name and addres. ) 




















—— OS 
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Forged, high grade steel 
PERFECT TEMPER 





No. 26 
“Perfect” 
Weed. Cutter 

















No. 35 “Perfect”? Ditch Bank Blade 


Order through your Jobber 


KELLY AXE & TOOL CO., Charleston, W. Va. 
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THE CHEMICAL HEALTH GLASS 





EEE 





Best of all Glass Substitutes 


INSURES CUSTOMER SATISFACTION 


Here Ils Why! 


Most durable. The wire mesh is impreg- 
nated with a heavier film, which excludes 
moisture. This means longer life. 


Tests prove its greater strength. Made 
with a double wire reinforced selvage. 


Admits most ultra-violet rays. Laboratory 
tests prove this. 


Most transparent. Although the film is 
heavier, tests show that VIMLITE admits 


more light. 


Always lies flat and straight. This insures 
greatest satisfaction. 


Always uniform. By the special pro- 
cesses used in the manufacture of 


VIMLITE, there can be no variation. 


Longest service. The double-wire selvage 
and heavier film mean greater durability. 


~u~u OU RWPDS 





NEW YORK WIRE CLOTH COMPANY 


342 Madison Avenue New York, N. Y. 


U-CEREC ACEC ECE Ny 


pee 


VIMLITE is the best glass sub- 


stitute from every standpoint. In addition to its stronger 
construction, which means longer life, it admits more light 
and more ultra-violet rays. These are facts backed by 
careful laboratory tests. 


Satisfied customers mean more profits. Here is a window 
material which adequately meets the customer's needs 
from every angle — and that spells satisfaction. 


Every alert farmer now knews the value of ultra-violet 
rays. Our advertising is acquainting your trade with the 
test-proved superiorities of VIMLITE to bring these 
health rays into brooder houses, chicken houses, stock 
barns, hotbeds, cold frames and other farm structures. 


VIMLITE comes in convenient self-dispensing orange 
cartons — easy to handle. Approved by the National 
Board of Fire Underwriters. 
Order from Your Hardware Jobber 
—the Only Source of Supply. 








VIMLITE is shipped in this substantial orange carton which can be used as 
a self-dispenser. With a sharp knife, cut along the black line and place the 
box on your counter or the floor. Pull binding tape gently and VIMLITE 
follows through the opening, flat and smooth, ready for clipping off with the 
shears. Nothing could be simpler. Be sure you get the orange carton. 


_ == = 
a —_ Sead VIMLITE is manufac 


é tured under Patent 


No. 1,580,287. 
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A hinge-joint, cut-stay 
standard fence for 
field and orchard 
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The ideal combination for field and orchard 


The best service and longest life are 
obtained from Cambria Fence when 
it is used in connection with Beth- 
lehem Steel Fence Posts. These two 
products should especially appeal to 
the dealer for the reason that they are 
made by Bethlehem Steel Company, 
an organization with more than a 
half-century of experience in the 
manufacture of high-quality steel 


products. 


Cambria Fence is made of the grade 
of steel that Bethlehem metallurgists 
have selected as most suitable for the 





purpose. Itisa hinge-joint, cut-stay, 
standard field fence, heavily gal - 
vanized, with tension curves to keep 
the line wires taut, and with long 
wraps at the joints. There is a style 
of Cambria Fence for every farm and 


field use. 

Bethlehem Steel Fence Posts are made 
of new high-carbon steel, and are very 
strong and rigid. The posts are made 
in both angle and tee sections, in the 
punched and self-fastener types. 


The same high quality that is present 


in Bethlehem Fence Posts and Cam- 
bria Fence, is found in other, allied 
Bethlehem Products, including Wire 
and Rods, all styles of Barbed Wire, 
Nails, Staples, and Bale Ties. 


Write for catalogs, descriptive liter- 
ature, folders and the attractive book- 
let ‘“‘Helping the Dealer Sell Cambria 
Fence ’’ which shows cuts of complete 
advertisements, and other helps to 
dealers in promoting the sale of 
Bethlehem Fence Posts, and Cambria 
Fence and other Bethlehem Wire 
Products. 


BETHLEHEM 


BETHLEHEM STEEL COMPANY, General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, Washington, Atlanta, 


Buffalo, Pittsburgh, Cleveland, Cincinnati, Detroit, Chicago, St. Louis. 
Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, Los Angeles, Seattle, Portland, Honolulu, 


Export Distributor: Bethlehem Steel Export Corporation, 25 Broadway, New York City. 
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UNION 
HARDWARE 
Roller Skates 


No. 5 S. C. 
Adjustable 






The Popular Priced Line 


It is safe to say that no Roller Skates are more popular 


than The Union Hardware Line. 


These much sought skates are known the world over 
and are sold at prices which make them the outstand- 
ing value in present-day Roller Skates. 


Made with finest ball-bearings, with self-contained wheels 
and trucks that oscillate on best rubber cushions. 


They glide swiftly and easily and bring joy to their 
great army of satisfied users. 


This year’s line includes patterns and sizes for 
men, women and children of all ages. Each pair 
backed by more than seventy-five years of prac- 
tical skate manufacturing experience. Order 
early. 


If your Jobber doesn’t handle Union Hardware 
Skates, write to us and we will refer you to the 
nearest Jobber who does. 





HARDWARE COMPANY. 


Reg. U. S. Pat. Off. 
Established 1854 Incorporated 1864 


TORRINGTON, CONN. 
New York Office 151 Chambers St. 
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Striking New Beauty and 
Mechanical Refinement 


Here it is—the new Kitchenkook range. From the 
mantel top-piece down to the floor, it is new as the 
dawn of tomorrow. New in style, new in finish, 
new in mechanical refinement. 


Here are some of the new features: Full porcelain 
enamel finish in ivory and Nile green; offered also in 
white, trimmed with gray. Oven linings are newly 
designed for more perfect heat distribution; finished 


in blue and white mottled vitreous enamel. New 
type accurate heat indicator. Round-corner mantel 
back. Porcelain enameled cooking grates. Heavier 


materials throughout; solid, rigid, perfectly fitted 
construction. 


All Kitchenkooks are equipped with a new quick- 
detachable generator which is unquestionably one of 
the greatest improvements ever made in the design 
of a liquid fuel stove. It is instantly disconnected 
and removed from the stove by the turn of a single 
set screw and can be cleaned in five minutes. An 
extra complete generator is included with every new 
model Kitchenkook. This, in effect, doubles the life 
of this essential part, the “heart of the stove,” and 
insures perfect and uninterrupted service. 


The Kitchenkook sales franchise is limited to a compar- 
atively small number of progressive merchants. We'll 
tell you more about it and how you can quickly double 
your stove sales. Write to our office nearest you, 


American Gas Machine Company, Inc. 


ALBERT LEA, MINNESOTA 


78 Reape Street, New York, N. Y. 


4242 Ho tis Street, OAKLAND, CAL. 


Canadian Distributors: Generar Steet Wares, Ltp.—25 Branches Across Canada 


ALM E RICAN 











ITCHENKOO 


TRADE MARK REG VU 















Economical Gas Service - for Every Home 











HARDWARE AGE for FEBRUARY 20, 1930 








For Homes That Want 
The Highest Grade Wire Cloth 


Not a single complaint in over 35 years. That’s 
the record of WICKWIRE BRONZE Screen 


Wire Cloth. 


This brand is made for customers who seek the 
best. It is ABSOLUTELY RUSTLESS—not 
affected by salt air, acids or gases. 


Made from a special alloy of 90% Copper and 
10% Zinc. The Zinc acts as a corrosion resister 
and also supplies the required tensile strength. 
Only FULL GAUGE wire is used. 


We control every operation from raw material 
to finished product in making WICKWIRE 
BRONZE. You cannot sell a more satisfactory 
brand. 


Furnished in 14, 16 and 18 mesh wire, in even 
inch widths 18” to 48”. 100 lineal feet to the roll. 











WICKWIRE 
BRONZE 
Withstood the Test 


During the construction 
of the great Panama 
Canal, WICKWIRE 
BRONZE Wire Cloth 
was put to a severe test 
against the germs of the 
Yellow Fever Mosqui- 
toes. 


It withstood every test 
and was so thoroughly 
satisfactory that the En- 
gineers of that wonder- 
ful canal adopted it as 
the Standard. 


Our Other Brands Screen 
Cloth 


Cortland Black Enameled 
Cortland Gray-Wick 
White Metal Finish 

Wickwire Premier 
Wickwire Copper 
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» Introductory Assortment 
. Gives You 
v V4 BIGGER PROFITS 


Fo & inn FASTER SALES 


005 








ACTUAL 
SIZE OF Sennen 
NEW TUBE streamline 
partition- 
hanger with 





If-ejecti 
7 The New se — (Above) Colorful 
Giant Tube | “"*“” ‘oa 
of Patching Wood I. Two 1-lb. cans to retail, 75c. each. 
to retail 


at only z 3 
2 Twelve 2-0z. bottles of Thinner, for use 


25¢ in thinning Brushing Lacquers as well 


as ALL processed woods. 


ca 


Sturdy Lacquered Wood Cabinet. 





~ 


Twenty-four 14-lb. cans to retail at 25¢e. 
each—an unequalled value. 


7) Special Feature: Fitting snugly in top 
of ALL cans is an illustrated circular, 
and a handy top-lifter-and- 
spreader — an_ exclusive 


Beautiful Self-Selling 4 
Sheffield feature. 


Counter Display Carton 
That Makes 12 Quick Sales. 





Dealer’s Price on _ This 
Complete Assortment 


$6.05 











DIE CUT 
DECORATIVE 
STENCILS 





Sheffield Comb. PACK GOLD or 
ALUMINUM BRONZE PAINT Sheffield DECORATIVE STENCILS 





Every item in the Sheffield line is a big profitmaker. The fastest selling 
line of profitmakers on the market. Don’t postpone your share of profits. 
Order from your jobber NOW. And write us for complete catalog. (If 


Sheffield BRONZE POWDERS dealer, mention jobber’s name.) Sheffield KLEEN-A-BRUSH 


THE SHEFFIELD BRONZE POWDER & STENCIL CO. 
Sheffield Bldg., 5817 Kinsman Road, Cleveland, Ohio 
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NATIONAL ENAMELING & STAMPING CO., INC. 
Executive Offices: 13 TWELFTH ST. 


nd Branches: Milwaukee, New York, Baltimore, Granite 
City, Ill., Chicago, New Orleans, Laurel Hill, L. 1., Philadelphia. 


Factories a 





Oder pl 


The stove with a brain” 


MILWAUKEE 





The demand is 
tremendous 


for Saftematic — the all-time all- 
important factor that has made the 
gasoline stove absolutely safe and 
as nearly automatic as a stove can 
be. Last year a sensation. This year 


the established leader. 


Dominant, smashing advertising! 
The first message, as here reproduc- 
ed, appears soon—a powerful multi- 
color double page sales appeal in 
The Country Gentleman, supported 
by other strong publicity all season! 
Thirteen million presentations of 
the Nesco story to the gasoline 
stove prospects of all America. 

Sold only by you! All the profits in your 


territory are yours if you are an author- 
ized Nesco dealer. Write for details. 


NESCO 


AYO AA ALLYA ALG 


Gasoline Stoves & Ranges 


RIDA tee SS AMIR LAI ELLE EF ELIA EBON EM MES IA III AIOE 








ace in the sun 
Zfor NESCO dealers 
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Patents Pending 


» » » From This Day On, the 
Ordinary Range is Obsolete! 


A WONDERFUL RANGE— 
a super-range in the full meaning of the term—has been 
created. It is destined to supersede the ordinary range just 
as the multi-cylindered automobiles of today have displaced 
the one-cylinder cars of years ago. 

Giow-MAaip has been designed, developed and proved 
by Globe. Gtow-Maip will bring a new and colorful 
beauty—a,new standard of cooking performance—to hun- 
dreds of homes in your vicinity. 

GLOBE'S outstanding success with Glow-Boy and Ray- 
Boy merits your confidence in the statement that GLOW- 
Malipb marks a new epoch in range-selling. As a dealer it is 
vitally important that you have the facts on GLOW-MAID, 
whether you sell Globe stoves or not. Write without delay! 


The Globe Stove & Range Co., Kokomo, Indiana 


BUILDERS OF GLOW-BOY AND RAY-BOY 
PARLOR FURNACES 


-MAID 


er 
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Quick Drying 
FLOOR ENAMEL 
... and the powerful Sales Plan that goes with it 
is making the exclusive Kyanize Franchise the 


most profitable franchise in the country... 


O the dealer who welcomes the opportunity of becoming 

the finishing authority in his protected trading locality, is 
offered an old friend and profit maker of many years standing— 
KYANIZE FLOOR ENAMEL—now meeting the demand for 
speed as a QUICK DRYING finish. Backed by a unique, prac- 
tical and easy method of application—the KYANIZE Roldart 
Floor Decorating System—KY ANIZE Dealers everywhere have 


found an enthusiastic public response, unequalled in the sale 
of floor enamels. 


You too, can share in the fast accruing profits from this new 
Plan and method of selling KYANIZE Floor Enamel. Simply 
sign the coupon on the next page— mail it today. We'll gladly 
show profit figures for a trading locality just like yours—without 
obligation of course. 

BOSTON VARNISH COMPANY 


Everett Station, Boston, Mass. 
ow 


Chicago Warehouse and Office 
525 W. Roosevelt Road 





The Advertising shown 

on this and the next 

page is supplied with 
Kyanize Floor Enamel. Many other helps are 
supplied but not shown here. Every Kyanize 
number has a complete line of sales helps. 








Because of carefully 
planned sales-making co- 
operation which all 
KYANIZE dealers receive 
from the factory .. . sales 
helps in great variety... 
national advertising,—the 
protected KY ANIZE fran- 
chise in your trading lo- 
eality offers exceptional 
profit. 














° loor 
eens Kyanize Roldart pecorating System 


DE-LUXE This system of floor decoration permits any amateur to secure the finest 
Striking in de- decorative effects on old or new floors, by the use of KYANIZE 
sign, elaborately Roldart Cut Out Designs, the special KYANIZE Roldart Roller and 
printed, furnish- KYANIZE Quick Drying Floor Enamels. KYANIZE Roldart Cut Out 
ed free in gen- Designs are special oil-proof stencils, conveniently packaged for over- 
erous quantities. the-counter sale and include a great variety of attractive and modern 
designs for home dceorative effects. 

















One KY ANIZE number, which has steadily built pres- 
Window or tige and profit for the protected KY ANIZE Dealer is 
Counter Cards 


One of a series 
of Striking Dis- 
plays for dealer’s 


, & 
use in Window 
or on Counter. 
Lithographed in 
colors. Size 14” 
° e 
Quick Drying 


KYanize f FLOOR ENAMEL 


DRIES IN WATER-PROOF 
6 HOURS ACID-PROOF 


O N wood or cement floors, on outside porch and piazza floors 
and steps, on boat decks and on stone and concrete surfaces, 
KYANIZE Floor Enamel gives prolonged satisfaction. Prevents 
“dusting” of concrete. Twelve solid colors make possible an 
infinite variety of attractive in-between shades. Wherever ap- 
plied, it is tough, durable, handseme; you can guarantee abso- 
lute satisfaction with every sale. 


To help you sell KYANIZE Floor Enamel, comprehensive and 
aggressive advertising will be run in 1930. This includes 
NATIONAL MAGAZINE ADVERTISING; co-operative 
NEWSPAPER ADVERTISING; PERSONAL LETTERS over 
dealer’s name; new WINDOW DISPLAYS: new COLOR 
CARDS; and dozens of new Sales Helps for the exclusive use 
of the protected KYANIZE Dealer. 


The Successful dealer of tomorrow is the one who 

stocks a strong leader to-day—the KY ANIZE franchise 

for your trading locality will assure greater profits for 

1930. A new opportunity may be yours if you will mail KYANIZE ROLDART STENCILS 
the coupon. Stencil designs supplied with Kyanize Rold- 


BOSTON VARNISH COMPANY Art Decorating System. A few of the many 


, border designs for decorating floors and cor- 
Everett Station, Boston, Mass., U.S.A. ners with Kyanize Floor Enamel. 





— 


ae . 
Kyanize fl 
Howe SERVIC \ 
artis / PERSONAL LETTERS 
| ow Mailed first class postage over dealer s name. 
Sent direct from factory to dealer’s own 
| mes ar , . mail list. 
} 


m | | as fh | | We. 


Floor Designs 


You can easily apply decorative color 
designs on your Roors 


Kyani 
Sate? F Newspaper 

ry Advertising 
Floor Enamel R dvertisin 

ool, quick ar amel tor 8 . A new plan of co- 

ene ot dace seca 4 itn, operative news- 
. ster : paper advertis- 
ing. Brings in 
new customers. 











DEALER’S “OPPORTUNITY” COUPON 
I am not a Kyanize Agent. I would like your Sales Plan on Kyanize | 
(without further obligation), if there is now no active Kyanize Agent 
in my trading locality. 
Floors chat Charm 
Floors that Wear 
Floors that Wash 


Dealer’s Name 


All Easily procered with 
KYANIZE Floor Enamel 


St. and No. 


Town 


| 
| 
| 
| 








Advertisements in these National Magazines are telling over 38,000,000 — 


the way to use Kyanize and... “Look around your Home—your Guests do! 
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LOCKS AND HARDWARE 





RADIAL DESIGN— 
MODERN—the latest ad- 
dition to the Sargent line of 


popular commercial designs 


Harpwake of solid brass or bronze is desirable 
for every type of building — but, in many cases, 
sales effort is needed to convince your customers 
of this fact. The greater beauty, durability and 
smoother operation of Sargent builders’ hard- 
ware of moderate price will help you make your 
arguments convincing. 

The new Sargent Radial design is modern, at- 
tractive, and an excellent example of good die 
work and finish. With a narrow escutcheon in 
wrought metal, it is a worthy addition to the other 
Sargent designs of this class. All illustrated on this 
page are intended for use in houses equipped 
from the dealer’s stock. They are especially suit- 


able for doors of 134” thickness; the screws hold 


firmly in the thicker wood above and below the 


mortise of the door. 


Sargent offers complete hardware equipment 


for every type of building operation from the 
largest office building to the most modest dwell- 
ing. Sargent & Company, New Haven, Connecti- 
cut; 94 Centre Street, New York City; 150 North 
Wacker Drive (at Randolph), Chicago, Illinois. 


SARGENT 







RM—RADIAL DESIGN— MODERN 
A correct adaptation of the modern 
tendency in design, up to date and 
attractive. Made in wrought brass, 
wrought bronze, wrought steel. A 
choice is offered of either glass or 
metal knobs. 






JH=JACKSON 


An attractive decoration for 
the modern American or 
Colonial home, authentic in 
design and smooth in opera- 
tion. With either metal or 
glass knobs. Made in wrought 
bronze, wrought brass and 
wrought steel. 


BK—BARCELONA 
Another new design of 
rugged charm, combining the 
popular hand-wrought ap- 
pearance with the perma- 
nence of solid bronze. Ap- 
propriate for any building 
of the cottage style—Span- 

ish, English, American. 


CK—CATALONIA 
Made of solid white bronze, 
permanently rustless, with 
a hand-forged, wrought-iron 
appearance that is lasting. 
The color will not change. 
It will not stain or discolor 

: the woodwork. 


AL=LANSDOWNE 
Of great artistic merit, in 
the style of the Adam 
Brothers. Appeals to home 
builders of taste who select 
their home equipment for its 
greater beauty as well as for 
its greater utility. Made in 
wrought brass, bronze, or 
steel. 


CJ—JEFFERSON 
A chaste Colonial design of 
graceful curves and simple 
lines. To harmonize with the 
popular styles of Colonial 
decoration. A choice is of- 
fered of either metal or glass 
knobs. Made in wrought 
brass, bronze, or steel. 


21 






































22 HARDWARE AGE for FEBRUARY 20, 1930 








FOR 
GREATER 











French Pattern or Concave and Convex 





No. 5 Scraper 














ATKINS SILVER STEEL SCRAPERS 








STOCK THIS KIND 


sales OF SCRAPER BLADE 


Here’s why— 


Recently, a Florida Contractor with one Atkins 
Scraper and only one sharpening, scraped 2,158 
square feet of floor! 


READ HIS LETTER YOURSELF : 


T. E. Hart, Floor Contractor 
19 Tanglewood Court 
West Palm Beach, Florida 


I am taking this opportunity to write you in regards 
to the Atkins SILVER STEEL Scraper Blades that you 


manufacture. 

I want to compliment you for the grade of steel they 
have in them. I have used all makes of blades and have 
had lots of experience along that line, and I find Atkins 


is the best made. 

I went to scrape ithe floors Tuesday, after Armistice 
Day, on the Seminole Golf Club, built by the Arnold 
Construction Co., of West Palm Beach. 

I sharpened a blade at eight o’clock Tuesday, 
scraped all day Tuesday, Wednesday and Thursday, 


without sharpening again. 
The whole amount of floors scraped was 2,158 


square feet. 
I think that was a record for one sharpening, at 
least I have never heard of it beaten before. 


Sincerely, 
Signed: T. E. Hart 


Yes, it is true, that Flooring Contractors who visit 
your store will want this brand of Scraper. There 
is always a best in everything and in Scraper Blades, 


it’s ATKINS. 
Act on this advice. Stock the Atkins SILVER STEEL 


line of Saws and Tools. In other advertisements, the 
letter printed above has reached contractors in your 
section. Be ready to serve them with 


“THE FINEST ON EARTH” 


E. C. ATKINS & COMPANY 


Home Office and Factory—Indianapolis, Indiana 
Canadian Factory—Hamilton, Ontario 


Branches 
Atlanta Chicago Portland 
Memphis New York Seattle 


New Orleans Vancouver, B. C. San Francisco 
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WHAT THEY SAY 


Kenya CoLony, East AFRICA— 
We find HARDWARE AGE so very 
useful that we would not think of 
roing without it. 

BoMRigned) THOS. J. O'SHEA, 
Managing Director, 
Thos, J. O’Shea & Co., Ltd. 





HILLsBorO, TEX.—We have been 
taking HARDWARE AGE for a long 
time. Cannot do without it. 

(Signed) SMITH & TOMLINSON. 





CHARLOTTE. N. C.—We may add 
that we think the February 6th 
issue of HARDWARE AGE one of the 


best ever. 
(Signed) SOUTHERN HARDWARE Co. 


WHAT DO YOU SAY? 
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LET A CUSTOMER 
GET THE FEEL 
OF AN OSBORN 
BASS BROOM 
AND IT'S SOLD 


ERE’S a sure-fire profit-maker for you, the Osborn Bass 
Broom. Well-balanced, light in weight, with tough 
but flexible bass fibre, this broom makes a hit with 


everyone who gets the feel of it. 

















Other brushes in the complete Osbornlinearebuilding 
an increasing volume of brush business for hard- 
ware dealers who know that Osborn Brushes are 
made to deliver the utmost in brush service. 


SALE $ 
POINTERS ON 
THE OSBORN 
BASS BROOM 


One-piece, seamless steel cap filled 
with special cement and double- 
riveted to the hardwood handle. 


Backed by the quality line of Osborn 
Brushes you can make your brush 
business a real profit producer. 


JHE OSBORN MANUFACTURING LOMPANY 
5401 HAMILTON AVENUE - CLEVELAND, OHIO 
Sales Branches 


New York - Detroit - Chicago 
San Francisco + Los Angeles 


Tough but exceptionally flexible 
Bass fibre which is held ina 
vice-like grip by the steel cap. 
There are three grades—Coarse, 
Medium and Fine meeting every 





requirement. 


Greatest durability ever built 
into a broom. 
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TRADE . 


WINDS 


By LLEW S. SOULE 


_ Two Sides of Three Questions 


inclined to make considerable capital of the 

results of a survey recently compiled by Pro- 
fessor L. R. Norvelle of Indiana University. They 
quote, in more or less general terms, their interpreta- 
tion of the views of 43 professors of marketing in 
43 universities, as reflected in the survey. 

Here are the three questions submitted : 

1. In your opinion, is the chain store system a 
detriment or a benefit to the American public ? 

2. In your opinion, is it probable that the chain 
store will become a dangerous monopoly ? 

3. In your opinion, is the quality of goods sold by 
the average chain store what it is represented to be? 

All of the replies to first question expressed, in one 
way or another, the belief that the chain store system 
is not a detriment to the American public. Some of the 
replies stressed the point that chain stores have had a 
tendency to make retail distribution more efficient. 

We are willing to agree that chain store systems 
have had the effect of making independent dis- 
tributors more efficient. In that respect, they have been 
of some benefit to the American public. In our opin- 
ion, however, this benefit has been greatly offset by 
other tendencies not beneficial to the American public. 
Whether or not the replacement of a large number of 
independent merchants by branch managers, consti- 
tutes a benefit to the American public is, to say the 
least, debatable. Whether or not the removal from 
individual communities to large city banks of the 
major part of the funds representing chain store 
sales, is beneficial to the American public, is certainly 
a moot question ; and there are other questions equally 
open to diversity of opinion. 

We wonder what proportion of the. funds used by 
states and municipalities for schools and universities 
are obtained from taxation of chain stores. We won- 
der how that proportion compares with the amount 
received from taxation of independent distributors 
doing an equal volume of business. We wonder how 
the voluntary contributions of chain stores and inde- 
pendent merchants, compare, as regards local chari- 
ties, community chests, good roads, and other local 


Piicane  : of chain store merchandising are 


improvement interests. Certainly these things have a 
bearing in determining the question of benefit to the 
American public. 

In replying to question No. 2, all of the professors 
expressed the opinion that the chain store will xot 
become a dangerous monopoly. We agree—wit! 
qualifications. In our opinion, the chain store system 
holds possibilities of dangerous monopoly, but will 
never achieve that end. We believe that chain stores 
are limited as to the type of goods they can merchan- 
dise efficiently. We are also of the opinion that there 
is already a trend on the part of the public toward a 
higher grade type of merchandise. In that statement 
we do not imply that the chain stores, as a class, are 
not giving adequate value for the prices they ask. We 
believe that they are. But, we also believe that there is 
now a tendency on the part of the public to want 
better merchandise, at prices which represent propor- 
tionate value and increased service. 

In answering the third question, all of the profes- 
sors either said “Yes,” or qualified their reply by ex- 
pressing the opinidn that the chains are as honest as 
are their competitors. We agree that in the majority 
of cases the quality of goods sold by the average chain 
store is not misrepresented. As we said before, the 
merchandise is usually good, value for the prices 
asked. The only question involved, to our way of 
thinking, is whether or not the purchaser would re- 
ceive greater ultimate benefit by paying more and 
getting something of still greater worth. 

Allin all, we see nothing in the results of the survey 
to cause worry on the part of the efficient independent 
merchant. If the chain store system is a benefit to the 
American public, it will survive. So long as the inde- 
pendent merchant is a benefit to the public, he will 
survive. If the chain store system shows signs of 
becoming a dangerous monopoly, it will be curbed as 
dangerous monopolies have been curbed in the past. 
To our way of thinking, chain stores and independent 
merchants are both here to stay, and the bulk of mer- 
chandise distribution will always flow through inde- 
pendent channels. Meanwhile, the imdividual mer- 
chant’s place in distribution will depend upon his 
individual fitness. 
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VICTIMS OF VOLUME 


HERE is no more distressing or depressing sight 

to the student of economics than the “Victims of 

Volume” which abound.in the business world to- 
day. They are the natural result of the modern busi- 
ness tempo, which has increased the activities of all 
branches of industry to the utmost beat, and has empha- 
sized the need for speed, speed and more speed in the 
production and the handling of goods and orders. 

The automotive industry, headed by Henry Ford, is 
perhaps the greatest contributing factor to the craze for 
volume thatyhas swept the manufacturers of the country. 
They have looked upon the many plants and industries 
which Ford has systematized to the “nth” degree, and 
pronounced them good. They have witnessed the wor- 
ship of the great gods, “System” and “Production,” 
and have decided that these fetishes were worthy of per- 
sonal attention. They have filled their factories with 
expensive machines and workmen, have speeded them up 
with every means at hand, and have dispensed the prod- 
uct widely, only to find that at the end of the year they 


are on the “red ink” side of the ledger, instead of the 
“black.” 

Any student of economics will testify to the fact that 
production increase cannot be treated lightly. Before 
any step can be taken in this direction, there are a dozen 
and one other factors to be considered, prominent among 
them being: a study of the field into which the product 
will enter, and a calm analysis of whether or not the 
field will economically stand more production ; credit con- 
ditions of the field; increase in the sales department to 
take care of the increase in production, and a serioyg 
study of how much of the business is worth going after. 

This last question is one of vital importance. Every 
manufacturer considers the people who use a product 
similar to his as prospects for his merchandise. Science 
tells us that this is not so economically. While every 
member of the class that the manufacturer caters to may 
be a prospect for his goods, a large percentage of them 
may not be worth going after. If a manufacturer makes 

‘ (Continued on page 76) 
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IN 1930 


MERICANS WILL SPEND 


Nine Hundred Millions for 
Housefurnishing Lines You Carry 


MERICAN consumers, during 

A the year 1930, will spend near- 

ly nine hundred million dollars 

for a handful of major lines which 

represent only a part of your com- 
plete stock. 

The United States Chamber of 
Commerce states that the total retail 
sales for the year will be forty-two 
billion ‘dollars, and that from. that 
huge bulk 4.8 per cent will go for 
merchandise used in the home. 

Conceding that 60 per cent of this 
business is in furniture, drapes, 
rugs, etc., not generally handled by 
retail hardware stores, we find nearly 
40 per cent of this volume in lines 
which are certainly part‘and parcel 
of the complete modern retail hard- 
ware store. Breaking down the grand 
total we find $2,016,000,000 to be 
spent for goods that are used in the 
home. The 40 per cent we claim for 
lines hardware merchants sell gives 
us the estimated $900,000,000. 

Let’s be exact. The Retail Ledger, 
in its Home Ware section, analyzes 
the expenditure of the total home 
ware sales and at the same time 
claims that the amount 
could be doubled with 
aggressive merchandising 
plans. They base this 
contention partly on the 
acknowledged falling off 


uu 


of new car sales, for which in 
previous years consumers spent two 
dollars to every one put into their 
homes, but more because of the 
very evident increased interest in 
home improvements. For the sake of 
simplicity they consider $100 as a 
total, making percentages easier to 
understand, and we find that out of 
every $100 spent for goods which 
enter the home, the money is spent 
as follows : 


PEE as Wis a naknaees $28.90 
Housefurnishings (includ- 

ing electric appliances).. 17.60 
ere 16.50 
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This chart shows the relative parts of each $100 spent 
for the lines represented and carried as only part of 


the average hardware stock. 


Rugs and Carpets ........ 16.40 
WIR OIGMEE  ec7s ob ois cides 8.30 
Chitfa and Glassware...... 6.00 
Ream es etc adhd oes 4.80 
SUVERWARC. bkcesdad se 6.4K aera 1.50 

WOths a natd es scnwe Ue 


From these figures let us eliminate 
furniture, $28.90 ; draperies, $16.50, 
and rugs and carpets, $16.40, giving 
a total of $61.80 out of every $100 
for lines in which hardware dealers 
are not major distributors. This 
leaves us with housefurnishings 
(including electrical appliances), 
$17.60; linoleum, $8.30; china and 
glassware, $6; radio, $4.80, and sil- 
verware, $1.50, or a total of $38.20 
out of every $100 spent on the home 
for lines in which retail hardware 
dealers are recognized major dis- 
tributors. 

Having found the home market, 
representing $2.016,000,000, we 
note that 38.2 per cent (reckoned in 
previous two paragraphs) gives the 
retail hardware merchant a share of 
$870,112,000, which will be spent 
for lines he carries. 

- Your local chamber of 
commerce can tell you 
the estimated purchasing 
power of your com- 
munity. With the fig- 

(Continued on page 82) 

































National Housefurnishing Exhibit 
Draws Large Attendance 


Buyers from all sections give third 


annual show at the Palmer House, 


Chicago, Ill., an international aspect 


T the rate of about two hun- 
dred a day, buyers from Prov- 
idence to Honolulu, New 
Orleans to Toronto and many cities 
within the far-flung limits indicated, 
were among those who visited, in- 
spected, inquired and bought at the 
third annual National House Furnish- 
ing Exhibit held in the Palmer House, 
Chicago, for ten days, Jan. 19-29. 
The show’ was 
managed under the 
auspices of the Na- 
tional House Fur- 
nishing §Manufac- 
turers’ Association 


in cooperation with 
the National House 
Furnishing Buyers’ 
Club, formerly the 
National Pot and 
Kettle Club. The 


sixth, seventh and 


‘W. EDWARDS 


House Furnishings. 
Review, Chicago, © ~ i os e 
S w i : : 


ary 





W. H. DOHERTY 
Queen Mfg. Co., 
Chicago, Treasurer Officers of the Na- 





W. F. MELLEN 

Wagner Mfg. Co., 
Sidney, Ohio, , 
Vice-President 


eighth floors of the Pal- 
mer House were occupied 
by the exhibits of which 
there were nearly three 
hundred. 


tional House Furnishing 
Manufacturers’ are: Stan L. Hans- 
sen, ‘Hanson Scale Co., Chicago, 
president; W. J. Vollrath, Polar 
Ware Co., Sheboygan, Wis., vice- 
president; W. F. Mellen, Wagner 
Mfg. €o., Sidney, Ohio, vice-presi- 
dent; W. H. Doherty, Queen Mfg. 
Co., Chicago, treasurer; Warren Ed- 
wards, House Furnishing Review, 
Chicago, secretary. 
Most of the buyers visiting the 
show represented stores throughout 
the United States and Canada. In 
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STAN L. HANSSEN 
Hanson Scale Co., 
Chicago, President 


this respect, the 
exhibit was “in- 
ternational” in 
scope. Several 
wholesale _ hard- 
ware houses sent 
their buyers to 
the show. Nearly 


W. J. VOLLRATH every piece of 
Polar Ware Co,, % 
Sheboygan, Wis., ETERS 
Vice-President is a familiar 


goods exhibited 


sight in the aver- 

age large hard- 
ware store. The number of hardware 
retailers visiting this exhibition of 
housewares is increasing yearly. 

Thursday night, Jan. 23, in the Red 
Lacquer Room of the Palnier House, 
700 manufacturers, salesmen and 
buyers and their ladies attended the 
annual banquet. C. S. Maginnis, of 
The Fair, Chicago, president of the 
buyers’ organization, was chairman, 
and Otto T. Pergler, of the Boston 
Store, Milwaukee, toastmaster. 

The chief address was made by H. 
S. Mirrielees, vice-president, Man- 
ning-Bowman & Co., New York. Mr. 
Mirrielees spoke on “The Changing 
Habits of the Buyer.” In humorous 
vein he contrasted the modern buyef 
with his predecessor of the preceding 
generation. 

The old-time buyer, he said, used 
to buy from memory, requiring no 
record of any purchase. “But now- 
adays,” .said Mr. Mirrielees, “the 
buyer comes in with his assistant and 
his stylist and his tjefcase and his 
order book and makes a“ thoroughly 
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recorded ceremony of every buying 
visit.” 

Ten vaudeville acts were provided 
for the entertainment of the diners. 
The following Tuesday night at the 
Auditorium Hotel the newly organ- 
ized Housewares Club of Chicago 
gave a stag smoker and buffet supper. 

Secretary Edwards indicated that a 
total attendance of about 2000 buyers 
were expected. The purpose of the 
annual event is to get the manufac- 


turers and the buyers together in 
order that they might make a joint 
study of new goods, new styles and 
new color trends. 

It is considered an opportunity for 
the manufacturer to get every view- 
point of the buyer and, in general, 
for both to raise the standard of mer- 
chandise and merchandising. Numer- 
ous manufacturing executives at- 
tended the exhibit. 

A wide range of house furnishings 


was exhibited. All the space avail- 
able on the three floors was used by 
the regular exhibitors, many of whom 
divided their space with other manu- 
facturers who had applied for space 
later. That more and more color and 
more and more modernistic designs 
are coming into vogue was plainly 
indicated by the character of the 
pieces exhibited at this “style show” 
of house furnishings. Even bread 
boards are highly decorated this year. 





Fly Time Is Approaching—Are You 
Prepared For It? 


ARDWARE dealers who be- 
H lieve in practising foresight 

have placed their orders, or 
are preparing to place them at the 
present time, for screen wire for 
future requirements. Instead of pro- 
crastinating until the season opens 
and the customers start to call for 
screen wire, they prepare for the 
demand in advance, and through 


sarly window displays and adver- 
tising start people to thinking about 
the condition of their screens before 
the fly season becomes an actuality. 
The result is that they usually secure 
the bulk of the business, for it is 
“the early bird that gets the worm.” 
In addition, they protect themselves 
against the loss of business which 
would result should a shortage of 


screen wire develop, and at the same 
time generally receive a better price 
for a quantity order on future de- 
livery terms. 

It stands to reason that the sooner 
the dealer can start the demand for 
screen wire the longer period of time 
he will have to cash in on that de- 
mand. He can start it early by at- 

(Continued on page 41) 


The effective window display of the Dressler Hardware Co., Los Angeles, featuring wire screen cloth. 
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A VIEW showing two of the set tables and four of 
the six china and glass sections in the store of 
Schwarzchild Bros. 


Get the Wedding Gift Trade 


In China and Glassware— 


BY GOING AFTER IT 


By HARRY R. TERHUNE 


IGHTEEN months ago, 
kK, Schwarzchild Bros., Richmond, 

Va., branched out with a com- 
plete china and glassware depart- 
ment. This department has been 
operating long enough so that the 
firm is well satisfied with its possi- 
bilities. They are of the opinion that 


such a department is a valuable asset* 


to any firm catering to a largely 
feminine clientéle. 

As S. H. Schwarzchild puts it: 
“Tf we can increase the actual sales- 
producing period of our selling force 
two hours a day, we have reduced 
our overhead just so much. Another 
factor worthy of consideration is 
that the usual merchant, when he 
has shown prospects for wedding 
gifts his stock of table silverware, 
electric appliances, and a few other 
articles, he is about all through. On 


the other hand, if he has a fairly 
comprehensive line of good china 
and high-grade glassware, he is able 
to concentrate practically all of the 
bridal gifts purchases to the confines 
of his store. It is an open secret that 
today’s bride selects her silver, china 
and glass patterns or designs in cer- 
tain known stores. The bride of a 
few years ago was grateful for any 
gift, consequently her home was 
often a heterogeneous collection of 
various presents. Thanks to the pres- 
ent frankness, the silver, glass and 
china in the new homes are invari- 
ably perfectly matched. 


Atutep reason has to do with 
the psychology of changing business 
conditions. Perhaps this influenced 
us more than anything else in our 


decision to add china and glass. Con- 
ditions in communities the size of 
Richmond, as well as in smaller 
towns, do not permit the retailer to 
be a specialist as heretofore. This is 
due, in a large measure, to depart- 
ment store and catalog house com- 
petition. 

“Department stores are leaders 
in merchandising, whether we in- 
dividual merchants recognize the 
the fact or not. Part of their success 
is due to their ability to sell diversi- 
fied merchandise. Mrs. Smith may 
buy silver once in two years, but 
she is always in the market for china 
and glass, due to its novelty and 
breakage features. Therefore, we 
believe that a merchant dealing in 
related lines, who has expansive 
plans can do more with a well con- 
ducted china department that is in 
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keeping with his other merchandise 
than with almost any other line of 
goods outside of his regular field.” 

As is the case everywhere, the 
most prolific source of spending 
customers is the bridal group. Close, 
personal touch is kept with brides-to- 
be, for both silver and china depart- 
ments, by an especially trained young 
woman who is experienced in the 
handling of such trade. 

After the bride has made her se- 
lection, it is recorded on a form, 
which is filed for future reference. 
For convenience sake, let’s call this 
Form “A.” It will readily be seen 
that by having such a complete rec- 
ord on all purchases that have been 
made, the ability of the store to help 
customers select gifts is paramount. 

While the writer was in the store, 
one grateful girl was complimenting 
the house for its service to her. It 
developed that her china set was 
“just perfect,” for, thanks to the 


workings of this Form “A”, it com- 
prised a matched set of eight of 
everything. 


Form “A” is also used as a part 
of the perpetual inventory with one 
always clipped to form “B.” The 
latter form shows the stock on hand 
with the sales deducted and the pur- 
chases added. Ordering is based on 
what the sheet shows, so it is, in real- 
ity, a method of stock control. One 
of these forms is kept in each of the 
reserve stock bins. Frequent checks 
are made between the actual stock 
and the buyer’s record to see that 
they coincide and that no shortages 
are imminent. 


Feces were he out of china and 
glassware at the present time, if he 
would go back intg it, and if he 
would advise other merchants who 
have the room and the inclination to 
add such a department, brought a 
decided ‘‘Yes” to both questions from 
Mr. Schwarzchild. : 
Amplifying this a bit brought out 
these points: A high grade store 
should have the best, but not neces- 
sarily the most expensive glass and 


china lines. People never go into a 
high-grade store for a cheap article, 
yet it is advisable to have a few 
items, such as pickle dishes, and the 
like, to sell at $1. Breakfast sets sell- 
ing at $15 and up, take care of the 
wedding gifts and small gift propo- 
sition. Every store should be able to 
sell good china on open stock, so 
that their customers can fill in wanted 
pieces for anniversaries, birthdays, 
or, in fact, all other gift occasions. 
Good china houses have many in- 
teresting and  out-of-the-ordinary 
pieces that lend themselves to hard- 
ware store selling. Crystal, light 
cutting and etched glass are gaining 
in public favor, while the real good 
colored glass is holding its own. A 
word of warning was given in clos- 
ing to other dealers who intend to 
start such a department. “Try out 
your city rather slowly as a starter, 
for what is good in one town may 
not sell as well in another. Be guided 
toa large extent by the class of goods 
that the better homes are wanting. 


These two cases in the Schwarzchild Bros.’ store at 
Richmond, Va., are devoted to displaying china and 





crystalware. 








ALUMINUM COOKING UTENSILS DECLARED SAFE, BY EXPERTS 


Research investigations carried 
out at Yale University by F. P. Un- 


derhill and associates have indicated 


that there is no deleterious effect on . 


the human system from the use of 
aluminum cooking vessels or bakinz 
powder containing aluminum. It has 


been found that aluminum is regu- 
larly absorbed by the body in small 
quantities when taken in food, but 
that the body is likely to take up only 
a certain amount, after which ab- 
sorption decreases and the excess is 
excreted either in the bile or by way 
of the bladder. Various food sub- 








stances were examined and it was 
found that cherries and onions con- 
tained the largest amount of alum- 
inum; that lettuce, milk, flour, and 
liver contained fairly large quanti- 
ties ; and that many other foods con- 
tained smaller quantities. 














STRONG WOODENWARE DEMAND 
CREATED BY LEITZ DISPLAY 


Minneapolis 
hardware store 
had to meet 
demand of cus- 
tomers even 
before the win- 
dow displays 
shown here 
were com- 


pletely installed. 


merchant’s fondest dream is 

effected when the public rushes 
in to purchase the merchandise he is 
arranging in his show window be- 
fore he puts the finishing touches on 
the display. That literally is what 
happened to the Leitz Hardware & 
Paint Co., 40 South Third Street, 
Minneapolis, Minn., recently, as a 
result of featuring woodenware in 
both of the store’s show windows. 
The window display had been only 
partially installed when passersby 
started to come into the store to 
inquire about and purchase the fea- 
tured articles. 


R EALIZATION of a hardware 


The unusnal success of this display 
in moving woodenware is particu- 
larly interesting in this instance, 
since most of the articles featured 
were intended for household use, 
and were somewhat out of line with 
the bulk of the hardware and paint 
lines comprising the major portion 
of the company’s stock. Notwith- 
standing that this progressive firm 
operates both wholesale and retail 
departments and specializes in serv- 
ing the building trade, they were 
able to move a large volume of 
woodenware through effective dis- 
play and aggressive selling methods. 
In the past, selling household wood- 


In the small window, which is described in the accompanying article, Clark’s Rid-Jid card tables and chairs 
were featured. The display simulated a living room atmosphere being arranged as if to invite the passer-by 
to sit in for a friendly game of cards. Results from the display were very gtatifying. 
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The Leitz display of Clark woodenware occupied two windows extending the entire width of the store. 


enware had been a very minor part 
of their business, but this experience 
has proved to their entire satisfac- 
tion, that the woodenware line re- 
sponds quickly and profitably to 
modern display and merchandising 
methods. It offers another outstand- 
ing example of a lucrative line, of- 
fering large sales possibilities to 
hardware dealers if they will but 
stimulate the often latent demand 
existing universally, for similar ar- 
ticles which are in daily use in mil- 
lions of homes. 

In the Leitz display, the wooden- 
ware exhibits occupied two windows 
extending the full width of the store. 
This permitted a complete showing 
in an effective manner as ample 


This is the large window referred to in the accompanying article. 
factured by the J. R. Clark Co., Minneapolis, Minn. 


CLARKS 


“IRONING TABLES 


room to avoid over-crowding dis- 
plays was thus provided. The smaller 
of the two windows was devoted to 
an attractive display of folding card 
tables and chairs. A radio set oc- 
cupied a central position in the back- 
ground and lent a living room en- 
vironment to the display, which was 
arranged as if to tempt the passer-by 
to set in for a friendly game of 
cards. Although this was the initial 
attempt of the Leitz Company to 
promote the sale of folding bridge 
furniture, this display created con- 
siderable interest and resulted in a 
very gratifying sales volume in the 
line. 

The larger window was divided 
into two sections, one featuring sev- 


best seller among the articles displayed. 


eral types of ladders and the other, 
clothes racks, stepladder stools and 
ironing tables. Ribbons leading to 
window stickers, which were appro- 
priately lettered, called attention to 
the exclusive features of the ironing 
table, which was of a well known, 
nationally advertised make. It is m- 
teresting to note that the ironing 
table, which was the product espe 
cially featured in the display, was 
by far the leading seller during the 
week the display remained in the 
window. 

Folding clothes racks have often 
been regarded as a more or less 
staple article, that will sell only in a 
small way. Yet in this one week the 


(Continued on page 82) 


Both windows featured the woodenware products manu- 
The Clark Rid-Jid ironing table featured in this window was the 
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N the past week I spent quite a little time and have 
I had some long talks with some of the leading game 

conservationists of the United States. I gathered 
what were to me some very interesting facts and side- 
lights on conservation from these gentlemen. Possibly 
a few scattered notes of the things they had to say 
may be interesting to our readers. 

k kK * * *k x 


First of all, some of you may be surprised that arms 
and ammunition manufacturers are deeply interested in 
the preservation of game and wild life. However, upon 
a little consideration, you can see outside of the fact 
that most of the men in the arms and ammunition busi- 
ness in this country are hunters and outdoors men them- 
selves, and also that they have a natural love of wild 
life; on a strictly selfish and commercial basis, it is to 
their interest that game should be preserved. The busi- 
ness of the arms and ammunition manufacturers depends 
upon shooting, and if the wild life of this country is 
exterminated, naturally there will be no shooting; then, 
of course, it will follow that the sales of guns and 
ammunition will in a large measure be a thing of the 
past. As a matter of fact, the Arms and Ammunition 
Institute, composed of manufacturers of guns, ammu- 
nition, and kindred lines, are and have been actively 
engaged in the work of conservation. They are spend- 
ing and have appropriated a very large sum of money 
for this purpose, and at Clinton, N. J., are conducting 
a school where young men are given a regular course of 
training in the propagation and preservation of game. 

i oe ee ee 


It is also interesting to learn that game fellowships 
are being established in various universities and agri- 
cultural colleges throughout the country. Some of the 
best known scientists who have made a study of game 
propagation and preservation have been employed to 
make game surveys in the various States. First of all, 
facts must be gathered in regard to game. In talking 
to one of these leading conservation scientists last week, 
he frankly admitted that what was not known about the 
habits, the diseases, and the protection of game is ap- 
palling. I asked him question after question, and to 
many of these questions his answer was simply, “We 
do not know. We have not yet had an opportunity 
to gather accurate facts that are necessary to answer 
your questions.” For instance, one of my questions was, 
“Does the weight of a quail vary in the different States? 
Is the weight of quail living on the open prairie different 
from the weight of quail living in the woods?” The 
answer to this was, “We do not know.” 

* * * * * &* 


There are, of course, many legends about game. Some 


CAME C oNsERVATION 


by SAUNDERS NORVELL 





are far from true. For instance, there is a legend in 
the Ozarks, in southwestern Missouri, that the quail 
there, living in the woods, are the largest and heaviest 
quail in the country. This may be true, but so far this 
legend has not been proved. 


* * * * x x 


A SUPERFICIAL study has just been made of game 
in the State of Missouri. I asked the methods adopted 
in a study of this kind. Here is the way it is done: 
First of all, libraries are visited, and everything that 
has been written about wild life in the State of Missouri 
is carefully studied. Then a list is carefully prepared 
of the game wardens, naturalists, hunters, and others 
who are interested in game in the State. All these rec- 
ords of game are carefully tabulated by towns and coun- 
ties. Then it is decided the-most important facts that 
should be inquired into. Is game increasing or decreas- 
ing in a certain section? If it is increasing, why? If 
it is decreasing, why? When the office or laboratory 
work is done, then the investigators go out into the field 
and interview all of the people on their lists. At the 
same time a careful physical survey is made of the en- 
tire State, county by county. In the State of Missouri, 
for instance, the northern part of the State, especially 
the northwest, is what might be called a prairie and 
wooded country. There are few hills and mountains, 
For many years there has been intensive farming in 
the northwestern part of the State. But in the Ozarks 
we find a rough, hilly country, thinly populated, well 
wooded and covered with brush. It develops that in 
the’ cultivated northern part of the State the crop of 
quail are steadily decreasing, while in the southern and 
southwestern part of Missouri, where farming is not 
so intensive, quail are holding their own and actually 
increasing. 
k kK * * Kk Ok 


T HIS leads to the natural question, “Is there a satura- 
tion point in the number of quail even when quail crop 
conditions are the best?” The answer to this question is— 
that this seems to be true. Taken as an average, where 
nothing is done to help the quail, it takes about one acre 
of land per quail. An interesting study of quail was 
made in the case of a young fellow who came out of 
the army and immediately after the war settled on a 
farm of 300 acres in Missouri. This was in the south- 
western part of the State, and this farm at that time 
had been neglected and was covered with brush. This 
young soldier was not only a good farmer but he was 
also a hunter and was a very keen observer. He kept 
records. When he took over this farm in its rough 


of these legends seem to be based on facts, while others state, there were 400 quail on the 300 acres. Then he 
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proceeded to clear the land, not only for plowing but 
also for grazing. From year to year he cleared more 
land, and now, at the end of about ten years, he finds 
the quail have decreased from 400 to 50. This example 
seems to clearly prove that intensive farming and the 
clearing of the land of underbrush is one of the prin- 
cipal causes of the reduced number of quail. This ex- 
pert carefully surveyed this farm, and he found in a 
number of places underbrush that would protect quail 
had been removed when it was entirely unnecessary. 
The land in corners, in rocky places and in gulleys could 
not be used for anything else, and if the underbrush 
had been left in these places the quail in a large meas- 
ure would have been preserved. This scientist told me 
that if landowners would carefully study their land, a 
great deal of underbrush that had been destroyed could 
be replaced resulting in an increased quail crop. 

Under natural conditions, if given a fair chance, a 
quail will live nine years. Under the same conditions 
a pair of quail would produce sixteen young in a year. 
Therefore it can be seen that quail, if protected by 
leaving underbrush on the farm, and also by the destruc- 
tion of vermin, will increase rapidly. 

There is another interesting point that has been proved, 
and that is that the quail, unlike the pheasant and some 
other wild game birds, stays at home. Quail seldom 
travel more than a quarter of a mile from where they 
were hatched. Therefore farmers, if they become inter- 
ested in raising quail, can reasonably expect the quail 
to stay on their property. 

Another curious thing about quail is the fact that they 
have very few diseases. They do not have devastating 
epidemics like other kinds of wild game, but my scien- 
tist friend remarked with a smile, ‘““We do not know 
whether the quail is so hardy and immune from disease, 
or, on the other hand, is it so delicate that when it is 
attacked it dies quickly.” This is a phase of quail life 
that must be studied and the facts determined. 
ee £ oe ee « 


Ix the Northern States, winter feeding of quail is 
becoming more and more common. This conservation- 
ist had made a number of trips with these winter feed- 
ers. - Naturally, in very cold snowy weather, the vitality 
of the quail is reduced. In winter feeding, care must 
be taken not to flush the quail, because, if they fly away, 
the quail may not be able to get together again, so that 
they will be frozen individually. The condition of quail 
can easily be told by the distance they fly. Weak quail 
will only fly 20 or 30 yards, while strong, healthy ones 
can fly 75 to 100 yards before alighting. It has not 
been proved that hawks do a great deal of damage to quail 
except when the ground is heavily covered with snow. 
‘ee ee 28 


It is a curious fact that quail are often found starved 
to death when their crops are full of food. Thus it would 
.eem to me that quail when hungry will often eat food 
that has no nutriment whatever. As observers have 
noted quail eating these kinds of food, they supposed 
it was good quail food, but, as a matter of fact, as a 
food it was worthless. This is another problem that 
conservationists must study carefully, and here develops 
an interesting situation. When facts are gathered in 
one State, for instance in the State of Georgia, where 


the climate is very moderate, these facts do not always 
hold in the development of quail in a Northern State. 
* * * * * * 

Missouri, when it was found that 
quail were increasing, it was also found that wild turkey 
and deer in the same section were decreasing. This state 
of affairs can easily be changed if certain precautions 
are taken and certain regulations are put into effect. 
Missouri was found physically to be a natural game 
State. It should be one of the greatest game States 
in this country. In other words, on account of its topog- 
raphy, woods, and streams, with intelligent develop- 
ment work, Missouri in a few years could be made‘a 
Incidentally, Missouri is one of the 
Three 


In southwestern 


game paradise. 
greatest rabbit producing States in the country. 
million rabbits are killed in Missouri every year, and the 
rabbit crop seems to be holding its own. 

Another interesting thing discovered about this good 
old State is the fact that when trout are transplanted 
to its waters, they not only thrive better than they do 
in their native waters, but they increase at a greater rate 
This is curious because, while Missouri is a great bass 
State, trout are not indigenous to its waters. 

* ok Kk Kk Ok Ok 

My next week’s article will be on the subject of the 
conservation of ducks. And as sporting goods are being 
carried by almost every hardware store, and as propri- 
etors of these stores and retail hardware clerks are no 
doubt interested in the wild life of our country, it seems 
to me that articles on the subject of game and conserva- 
tion should be published in hardware trade papers. 

* * * * * x 

Allow me to predict here that in the next ten years 
there will be a great deal of time and thought devoted 
in this country to the conservation of our wild life. 
It is going to be a great movement, that will have a far- 
reaching effect, not only upon the preservation of game, 
upon sportsmen, but also upon business. 

ce *¢ * © 2 

Recently, in the observation car on my way to Chi- 
cago, I was reading a very beautifully illustrated out- 
door journal. When my eyes became tired I laid it 
down, when one of my fellow passengers asked if he 
couldn’t read this journal. When he had finished, it 
was read by another passenger, and then by a third. This 
experience leads me to wonder why some of our very 
attractive hunting, fishing, and outdoor journals are not 
supplied in our de luxe trains. You can find all of the 
funny papers and a number of other magazines, but 
nothing whatever about outdoor life. I therefore sug- 
gest that this matter be taken up with the Pullman Com- 
pany, and I also suggest that publishers of these outdoor 
magazines see that their magazines are on the reading 
room tables of all of our leading clubs. There is an 
immense amount of very interesting information in these 
journals that is being lost to the American reading pub- 
lic, for the simple reason that the circulation of most 
of these sporting goods journals are so limited. Almost 
every American today is potentially a buyer of sport- 
ing goods. Every native American has fishing and hunt- 
ing in his blood. This comes down from his pioneer 
ancestors. It does strike me, however, that very few 
of them have any general knowledge of what is being 
done in this country toward conservation, protection. 
and propagation of wild life. 
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Prorit Putters } 


Discretion In Marking Goods 
Widens Margin 


Profit Puller No. 35 


Discretion in marking goods is of prime importance 
to the hardware dealer, asserts Fred W. Swannell, of 
Baird-Swannell, Inc., Kankakee, Ill. This merchant 
says that just because two articles happen to cost the 
same is no reason that they should be sold at the same 
price. 

He advocates the use of good judgement in marking 
merchandise and the placing a higher mark-up on 
articles which appear to be worth more than others 
whose actual cost is the same. The merchant can ve 
guided by his knowledge and experience, and if he is 
prudent, he can widen the margin on many lines with- 
out objections on the part of customers. 


Uses Map to Emphasize Store Location 
Profit Puller No. 36 


A Pennsylvania town located just a little off of the 
beaten path, adopted a very effective manner of bring- 
ing its location to the favorable attention of the towns 
people. In connection with their newspaper adver- 
tisements they run a small cut showing a map of the 
business section of the city, emphasizing the location 
of the store, with the caption: “Easy to find and well 
worth finding.” An arrow points directly to the store 
as pictured on the map. The plan has proved very 
beneficial to the store. 


Profitable Method for Handling 
Returned Goods 


Profit Puller No. 37 

Whenever an article has been returned by a customer 
to the David Mahoney Company, Inc., Schenectady, 
N. Y., and has for any reason been replaced with a new 
article, or the purchase price refunded, the firm does 
not immediately send the faulty item back to the manu- 
facturer. Instead, all such items are held until the end 
of the year, and the entire returned goods transaction is 
handled at one time. Of course, if something is wrong 
with an entire shipment, the matter is taken up with the 
shipper at once, but ordinary routine cases are handled 


as outlined. 

At the close of the year all returned goods are sorted 
as to the makers, and a list made out for future refer- 
ence. The manufacturers are notified, and the goods 
shipped back as requested. When settlements are made 
the list is checked accordingly. 


With each shipment a form letter, reading as follows, 
is sent to the manufacturer : 
“GENTLEMEN : 

“The goods listed at the bottom of this letter are of 
your manufacture, and have been replaced by us some 
time during 1929, we having given new goods for re- 
placement. 

“We believe that you will find the goods defective in 
some way or other, because it was our judgment that 
replacement should be made, and we would ask that you 
either issue credit memo which will apply against future 
purchases, or send new goods in exchange. 

“Yours truly, 
“Davin Mauoney Company, Inc.” 

According to Edward A. Mahoney the actual number 
of items returned is extremely small, much smaller than 
the average dealer imagines. Although the Mahoney 
Company operates two large stores and does a very 
extensive business, returned goods for the year 1928 
totalled only 49 items, representing 22 manufacturers. 
Of these, four were voluntarily cancelled, as it was 
plain that the manufacturers were not at fault. 


Printed Return Postal Cards 


Increase Mail Orders 
Profit Puller No. 38 


The A. A. Doerr Mercantile Co., Larned, Kan., has 
found it very advantageous to use both the postage-paid 
postal cards and envelopes in a general way. Return 
postage-paid envelopes are sent out with those state- 
ment§ requiring mail remittances and have proved to be 
worth while in assisting in collections. Printed return 
postage-paid cards are inserted with advertising matter 
and result in an increased mail-order business of a local 
nature. In this manner the merchant incurs no expense 
except for value received. 


Drinking Fountain Serves as 


Advertising Medium 
Profit Puller No. 39 


Drinking fountains are of vital importance to every 
hardware store, but in many instances are not practical, 
inviting, ornamental, nor serviceable. The Doerr Mer- 
cantile Co., Larned, Kan., has taken cognizance of the 
facts as outlined, and to stimulate interest and attract 
public notice have provided a mechanically iced foun- 
tain—a type installed by their own plumbing department. 
This, in a sense, kills two birds with one stone, in that 
it attracts buyers to the store and at the same time serves 
as an advertising medium. 
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Benefits of Simplified Practice Recommendation 


On Scoops, Shovels and Spades, Declared Helpful 


a SURVEY conducted among the acceptors of Sim- 
plified Practice Recommendation No. 48—Shovels, 
Spades and Scoops—disclosed that much benefit 
is being derived through the application of this recom- 
mendation. The most prominent benefits accruing to the 
industry are smaller inventories, less capital tied up in 
slow-moving stock, quicker deliveries and an increase in 
turnover, according to a statement recently made public 
by the Division of Simplified Practice of the Bureau of 
Standards, Department of Commerce. 

The Bureau’s statement is founded on an article en- 
titled “Results and Benefits of Applying Simplified 
Practice to Shovels, Spades and Scoops,” by J. F. 
McNeil, which will appear in the February issue of the 
Commercial Standards Monthly. 

“While there are no statistics on the subject, it is safe 
to estimate that half of the world’s workers do their 
daily tasks with either a pencil or a shovel. Moreover, 
there is a surprisingly precise individual taste in those 
two tools. Most people have a decided preference as to 
type, style, and so forth—but more than 5000 varieties 
of shovels! That was approximately the possible variety 
prior to 1923. In that year the manufacturers decided 
to undertake a program of simplification designed to 
eliminate, as far as possible, the wastes caused by un- 
necessary diversity. They felt that their purpose could 
best be effected through the concerted action of manu- 
facturers, distributors and users, acting in cooperation 
with the Division of Simplified Practice of the Bureau 
of Standards, Department of Commerce. 

“July 1, 1926, was selected as the date on which this 
recommendation should become effective. 

“On June 15, 1927, the standing committee unani- 
mously recommended the addition of two types of 
shovels to the then existing schedule, the total reduction 
in variety being from 5136 to 2178, or 57 per cent. The 
success of the original program on grades and sizes 
prompted the manufacturers’ representatives to place be- 
fore the entire committee a proposal to include a section 
on finishes. This section was adopted and now appears 
in the revised edition of the recommendation, which be- 
came effective on July 1, 1927, and which was subse- 
quently reaffirmed by the standing committee on May 
28, 1928. 

“A survey of production, conducted prior to the com- 
mittee’s latest meeting, showed that at that time more 
than 96 per cent of the shovels, spades and scoops were 
being made in conformity with the simplified practice 
recommendation. 

“After the simplification had been in effect for about 
a year, the Department of Commerce requested a state- 
ment from the acceptors of the program as to the ac- 
cruing results. The following are excerpts from some 
of the replies: 

“On account of the simplified practice program, our 
inventories have been substantially decreased. The ser- 


vice which we have been able to render our customers 
has been decidedly increased, and economies have been 
effected all along the line. 

“Our customers have expressed themselves as quite 
favorable to the project, and the program is believed to 
be very much worth while,” said a large eastern manu- 
facturer of shovels. 

“The present program, as adopted by the manufac- 
turers of shovels, spades and scoops, has now been in 
effect since July 1, 1926, and during that period up to 
date has proven most satisfactory and unquestionably 
has tended to reduce the manufacturers’ cost by reason 
of the elimination of so many odd sizes and grades, 
which elimination represents about 5 per cent of the 
sales volume,” reported another manufacturer. 

A hardware dealer in the mid-West replied : 

“We have noticed a much smaller invoice in shovels 


“We are strictly in favor of the continuance of your 
program, and feel that the benefits will become greater 
and greater as time goes on.” 

“The sizes which we are using have been included in 
the simplified practice, or, at least, the sizes of the rough 
sheets, from which the finished product is made, are 
those that were adopted as standards. 

“We are in sympathy with the efforts which your de- 
partment has made to bring about simplified practice, 
and if the manufacturers call attention to any special 
sizes that we are ordering, suggesting standard sizes in- 
stead, we will be very glad to endeavor to change our 
requirements to permit the purchase of these standard 
sizes,” said the purchasing agent of one of our large 
railway systems. 

It is apparent from fhe foregoing quotations that tan- 
gible benefit is being derived from the application of this 
simplified practice recommendation. The outstanding 
benefits are: reduction of inventory, release of storeroom 
space, less capital tied up in slow-moving stock, quicker 
deliveries and an increase in turnover. 


Paid Testimonials Must Be So 
Labeled in Advertisements 


The Federal Trade Commission recently registered 
objection to the practice of displaying paid testimonials 
in connection with the advertisements of a tobacco cor- 
poration without publishing, along with such advertise- 
ments, in an equally conspicuous manner, the fact that 
the testimonials have been paid for. The corporation in 
question has signed an agreement with the Commission 
to cease and desist from the use of any and all testi- 
monials and endorsements unless they represent and are 
the genuine, authorized and unbiased opinions of their 
author or authors. 














TALKING PRICE TICKETS ARE 
YourR CARDBOARD SALESMEN 


HIE glorified price card, or the 
“talking” sign,-as it is some- 


times referred to, is the mod- 
ern way of increasing the custom- 
er’s inclination to buy. 

It is well known that open display 
tables owe much of their selling 
ability to the fact that this type of 
price ticket gives the necessary in- 
formation to the customer who is 
“just looking around.” If the cus- 
tomer is required to ask in order to 
learn the price of things, the chances 
are greatly against his doing so. 

Ideas move swiftly through the 
minds of customers while they are 
strolling about your display tables, 
and a seemingly little thought, pre- 
sented pleasantly by one of these 
price tickets, will many times cause 
these ideas to result in a sale of mer- 
chandise. 


i prospective purchaser may 
have had an erroneous idea as to 
the price of a certain article, but the 
ticket pleasantly surprises him and 
he buys. On the other hand, it may 
be that the inviting appearance of 
the merchandise creates a strong de- 
sire to buy and the price ticket, with 
a few words of encouragement, per- 
suades him that he can afford to 
stretch a point and pay a trifle more 
than he intended. 

You can be sure that the well- 
worded price ticket will not spoil a 
sale. Its appearance should be neat, 
as well as attractive, just as any good 
salesman should. Do not overdress 
your-cardboard salesman. The type 
of lettering described here is well 
adapted to a refined and effective 
price card. 

The Thick and Thin Roman 
alphabet is divided into two groups, 
namely: Round and Square letters. 
The letters which may be made wholly 
within a perfect circle are CG OQ 


Simplicity and legibility 
in this style of lettering 
makes for quick read- 
ability and consequently 
leads to more sales. Begin- 
ners at show card and 
ticket writing will find 
these instructions easy to 
follow. Start now. 


By Joseph Bertram Jowitt 


and $. Those which may be drawn 
inside a cube are A BDEFHIJK 
LNPRTU VX Y and Z. The 
letters M and W require a little more 
space on account of their being a 
combination of two letters. The letter 
M is a combination of two N’s. The 
letter W is a combinatign of two V’s. 
The reader will notice two black up- 
right strokes (illustrated on the 
alphabet plate) one marked “thick’’ 
and the other “thin.” The letters M 
and W require the additional space 
of the “thin” stroke. 


Lo mark out the circular letters 
lise a common school compass. To 
mark out the square letters the be- 
ginner may cut two strips of card- 
board, one the width of the thick and 
the other the width of the thin black 
strokes. After each square has been 
drawn out, draw a line through the 
center of each one as shown through 
the letter “V”’ on plate ; this will help 
to get each letter properly centered. 

In drawing the round letters the 
compass can only be used for the 
outside circle. The inside strokes 
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must, of course, be drawn by hand. 
Kemember to keep the top and bot- 
tom of each round letter the width of 
the thin strokes. 

The filling-in process is done with 
a larger size brush after the outline 
of letter is completed. 

This Thick and Thin Roman 
alphabet and numerals is particularly 
recommended for Hardware show 
cards and window price tickets on 
account of its simplicity for all be- 
ginners and its legible appearance. 
The numerals are especially suited 
for houseware price tickets. 


The plate below indicates the sim- 
plicity of the letters in this alphabet. 
On the opposite page finished tickets 
are shown. They were buff designs 
on brown backgrounds with black 
lettering. 


ABCDEFGHIJK 
LMNOPQRSTUV 


WX 1233 ASYZ 
56789058 
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The beginner will make much bet- 
ter progress by first drawing out 
the letters and numerals with a pen- 
cil and then retracing over the pencil 
lines with a No. 6 Red Sable brush. 

The reader’s attention is directed 
to plates 1, 2 and 3, illustrating the 
first step in lay-out or pencil design. 
This should be done very lightly and 
is called a “scratch sketch,” which is 
easy to erase witha piece of art gum. 

Card No. 2 illustrates the next 
step, that of retracing over the light 
pencil lines with a 
No. 6 brush which 
has been worked to 
a point after dip- 
ping in the ink. 
This is the process 
of actually forming 
the letters. 

Card No. 3 illus- 
trates the final 
process, that of fill- 
ing-in the outlined 


letter “V” and 
completing the 
letter. 


Bee first and most important 
step is the design of show card, or 
the lay-out of the lettering. This 
should begin by drawing a light 
pencil line through the center of 
card. The word “AUTO” has four 
letters. This can be divided equally 
by two letters on either side of the 
center line. The word “JACKS” 
has five letters. ‘The center line 
should come through the letter “C.” 

















or fountain pen between the thumb 
and first two fingers as far down as 
the metal ferrule, resting the wrist 
and first joint of little.finger on the 
surface. (Letters over four inches 
in height should be done with a free- 
hand motion without a rest. ) 


| HE main point to remember is 


to keep the hairs of the brush always 
in flat chisel position. This can only 
be done by constantly spreading and 
wiping it out on a smooth surface 
each time after it has been dipped 
three-quarters its length in the ink. 
The thin strokes (upright and 
oblique) are made by starting at the 
top guide line with the chisel edge 
»f the brush, twirling it between the 
fingers to the proper angle of about 
45 degrees, bringing it down in one 
oblique sweep to the left. The heavy 
or shaded part of letters are made 
with the full width stroke of flat- 
tened out brush, bringing it down 
right oblique (using very little pres- 
sure) removing brush when within 
a fraction of the bottom guide line. 
There are only eleven horizontal 
strokes in the entire alphabet, name- 
ly, the light stroke in the center of 
the letter “A.” Two of equal length 
at bottom and top of the letter “E,” 
and one shorter one in the center. 
Two in the letter “F.” One in the 
center of “H.” One at the bottom of 
“L.” One at top of “T.” The letter 


There is no trick or knack in hold- 
ing the brush. It should be held in 


an easy natural loose position exactly 
the same as one would hold a pencil 


“7? has one at top and one at the 


bottom. 


Speaker Says Advertising Is Best Sales Stimulant 





Before a large gathering of Middle-Western retailers 
one of the principal speakers said in part: “You can 
hold and increase the business you now have by doing 
these three things: (1) Advertise consistently and per- 
sistently. (2) Keep manufacturers advertising and mer- 
chandising campaigns working for you. (3) Study the 
science of modern merchandi&ing—and put it into prac- 
tice. These three things are neither difficult nor easy. 
They are simply part of the job of conducting a retail 
or supply establishment.” 

The same speaker outlined what he termed the “Ten 
Commandments of Retailing” as follows: 

“1. Attractive quarters. 

“2. A genuine welcome and courteous service for every 
shopper. 





“3. Comfort and conveniences for customers. 

“4. Good lighting. 

“5. Dependable merchandise—the best quality in each 
price class that can be sold for the money. 

‘6. A stock as complete as circumstances warrant, well 
arranged and kept fresh and unsoiled. 

“7. Prompt adjustments of all complaints, to the cus- 
tomer’s complete satisfaction—unless the complaint is 
grossly unreasonable. Remember, unfavorable comment 
about your store by one person may prove to be the 
leaven that will affect a whole community. 

“8. An assurance of one price to all. 

“9. An intelligent, courteous sales force. 

“10. Cleanliness everywhere—in personnel, as well as 
in store and stock.” 
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WueEELING, W. Va.—In most cases 
we find that the stocks in the hands 
of the local retail dealers are some- 
what reduced. Na- 
turally the hand- 
to-mouth buying 
tendencies of the 
great majority of 
merchants would 
bring this about. 
In a sense this has 
been helpful, in 
another sense it 
most certainly is 
adding to the cost 
of conducting a W. F. KENNEDY 
jobbing house, for 
we cannot for all time operate and get 
under burdens and assume expenses 
that rightly belong to the retail di- 
vision and conduct a first-class job- 
bing house. 

That is to say, we can’t fill orders 
for % doz. and 1/6 doz. at the 
price of original cartons; render a 
service that really the buying public 
has a right to expect from the retail 
division—and yet as a jobbing house 
receive only the jobber’s pay. We 
have found a few cases where the 
local dealers’ stocks are running a 
little heavier. In those few cases 
those merchants have shown in- 
creased sales for 1929. That confirms 
the opinion that some local dealers are 
losing business because of not carry- 
ing stocks sufficient to serve their 
communities. 

In other words, you can’t expect to 
build up a business and only act as a 
broker and place an order with a 
manufacturer or a jobbing house 
after a sale has been made. 

We do not look for any price ad- 
vances to speak of and while we are 
optimistic we really are not counting 
on making any records that we might 
point to with pride as far as sales 
volume is concerned for the first six 
months of 1930. We look for things 
to gradually get a little better, but 
the improvement will probably be 
slow and not spectacular. 

We believe the local dealers should 
collect in their accounts promptly and 
get the house in order. My old boss 
used to have a saying, “Better to 
cry over your goods than after 
them’—meaning that if you had 
tears to shed, let them fall on your 
goods—rather than where they “ain’t.”’ 
Hence we are going to look at this 





THE MARKET AS JOBBERS SEE IT 


Following the expression of 
opinions by jobbers in 
Hardware Age for Febru- 
ary 6th, these wholesalers 
indicate the future trend in 
the hardware market as 
it appears from their view- 
points. Confidence in the 
ultimate outcome of the 
year’s business seems to be 
the keynote of their letters. 


picture from all angles and not only 
as the high-powered sales manager 
would view them. Frankly, sales are 
not our only concern. We want our 
trade to have reasonable stocks and 
be in position to promptly serve their 
respective communities and we want 
them to buy as a merchant and not 
as a consumer. We are not asking 
any of them to corner the market. 
In short in life we should be reason- 
able. If we all follow a sane, sen- 
sible course we believe we will emerge 
from the present situation wiser and 
better merchants than we_ were 
previously. 
(Signed) W. F. Kennepy, 
President, 
Ott-Heiskell Co. 


Mempuis, TeENN.—There will be 
some adjustments of prices and in the 
main these adjustments will be down- 
ward. I do not believe, 
however, that there is 
going to be any serious 
decline in the price of 
merchandise usually car- 
ried by the hardware 
dealers in our section of 
the country. 

Consumptive demand 
in the Memphis territory 
has been good for some- 
time, and my belief is 
that it will continue so, at least 
throughout the spring months. 

I believe that manufacturers can 
expect a demand from our territory 
that will be fully up to the average 
reached in the last few years. 

(Signed) L. M. Stratton, 
President, 
Stratton-Warren Hardware Co. 





L. M. 
STRATTON 





Cotumsus, Onto,.—Orders for 
small quantities of assorted winter 
items are coming in every day, which 
indicates that dealers’ 
stocks are low and that 
they will carry over very 
little into another season. 
Salesmen are sending in 
numerous orders for 
spring and summer mer- 
chandise for later ship- 
ments. The quantities 
specified on these orders 
suggests to us that the 
hand-to-mouth buying custom will be 
continued. This condition in buying 
makes it difficult for the jobber to 
anticipate his requirements to the 
manufacturer, and unless some care- 
ful and accurate guessing is done, 
dealers will be disappointed in obtain- 
ing highly» seasonable items when 
most needed. 

Our buying for the first quarter of 
1930 is based on the sales of the cor- 
responding period of the previous 
year, 





FRANK 
WOLFE 


(Signed) Frank Wo-re, 
The Smith Bros. Hardware Co. 


Detroit, Micu.— Hardware market 
prices will show a gradual upward trend. 
It is rather difficult, to thoroughly ana- 
lyze the price situation because of the 
fact of the many useless price-cutting 
tactics used generally throughout the 
country by the jobber during the latter 
part of 1929 in an effort to create sales. 
It is a most unfortunate situation and I 
believe that the results of 1929 business 
will of necessity make it imperative that 
the hardware jobber maintain his price 
at a profit in accord with the expense of 
doing business. 

I believe that the retail dealers’ inven- 
tories are better balanced today than they 
ever have been before and I believe that 
they will use every effort possible to 
maintain this balanced condition of their 
stocks during the year 1930. 

Personally I am quite optimistic as to 
what 1930 has in store for the retail 
dealer. I believe that his business will 
show much improvement over 1929 if 
he is constantly on the job, devoting 
more of his time to selling and less to 
buying and watching his expenses. The 
business will not come to him unless he 
makes a pretty strong bid for it. 

(Signed) T. V. STANForD, 
Vice-president and Secretary, 
Standart Bros. Hdwe Corp. 
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Next Month Will Show Decline 
in Sales Totals 


BurraLo, N. Y.—Present indications 
are such that the consumption of hard- 
ware for the next month or two will not 
quite equal that of the corresponding 
months of last year. 

The price situation cannot be analyzed 
with certainty, prices on many of the 
lines are on a low level at the present 
time, further reductions will depend upon 
the demand. 

Some dealers have reduced their 
stocks considerably, while others have 
kept their usual large and diversified line 
so as to take care of the urgent orders 
that develop almost daily. At present 
there is a greater demand for the heavier 
lines of goods. 


The merchant must be the judge as to 
what his purchases should be, as he is 
familiar with his market. 

From the information we gather from 
time to time, we notice there is a general 
feeling of confidence in the outcome of 
the year’s business, we have this confi- 
dence. 

(Signed) CHaArtEs P. Rocers, 
President. 
Beals, McCarthy & Rogers, Inc. 





Last Half of Year Will Show 
Greater Improvement 
HeLenA, Mont.—Present conditions 
are so far out of line when compared 


with the observations of many of our 
Prophets of six months ago that it would 


appear to forecast the future of business 
is about as easy as to make a dependable 
statement concerning what stock quota- 
tions will be or what the weather will 
be like some months hence. 

Our impression, however, is that retail 
inventories are lower than a year ago. 
That sales will probably be less for the 
first quarter than for same period last 
year, but as we gradually recover from 
the shock caused by the stock market de- 
cline and realize that basic conditions 
are sound, sales will improve, and with 
credit available at reasonable cost we 
will enjoy a fairly satisfactory year. The 
last half showing a material improvement 
over the first half. 

(Signed) N. B. Hotter, 
President. 
A. M. Holter Hardware Co. 





Fly Time Is Approaching—Are You 


tractive window and interior dis- 
plays in combination with newspa- 
per or direct-by-mail advertising, and 
can extend the active season con- 
siderably. The hardware store is 
headquarters for wire cloth and, as a 
rule, few other retailers are prepared 
to satisfy the consumer demand. For 
this reason, anything the dealer does 
to promote its sale is almost an ex- 
clusive benefit to the hardware mer- 
chant alone. Therefore, dealers 
should take an active part in cir- 
culating literature and educating the 
public to the need of proper screen- 
ing in order to prote¢t: themselves 
from the disease-carrying pests. 

In Los Angeles, Cal., one retail 
hardware firm has taken an active 
part each year in educating the peo- 
ple residing in the store’s trade ter- 
ritory to the healthful advantages in 
screening as a protective measure in 
insect prevention. The Dresslar 
Hardware Co., operating several re- 
tail stores within the city of Los 
Angeles, arranged the effective wire 
screen window display reproduced 
on page 29. 

A frame construction covered 
with two sheets of composition board 
provided the background for the 
display. Windows were provided to 
add to the general appearance and 
to carry out the idea of a home ex- 
terior. The stucco finish, used on 
the wall, was simulated by first var- 
nishing the board, and while it was 
not yet dry it was sprinkled with 


(Continued from page 29) 


sand, after which it was painted with 
flat white. Corn meal can also be 
used instead of sand. 

Very small pieces of black felt 
were glued to the screening and gar- 
bage can to represent flies, and the 
observer found it difficult to detect 
that they were not real. The screen- 
ing at the left in the display is old, 
badly rusted and full of holes. A 
continual stream of flies apparently 
aviate from the can to the food dis- 
played on the table inside the house, 
through the holes in the screening. 
Show cards, dealer helps and a life- 
size cut-out aid materially in telling 
the story effectively. 

In such displays, other related 
merchandise can be appropriately 
and profitably displayed. Fly swat- 
ters, fly traps, spray guns, fly paper, 
fly poison and liquid fly killer can 
all be fittingly shown. Screen paint, 
paint brushes, sanitary garbage cans, 
adjustable window screens and 
screen doors and screen hardware 
are still other possrbilities. 

As a display of this nature re- 
quires some advance preparation, we 
intend to publish this description of 
it early. Enterprising merchants can 
have ample time to prepare a similar 
display to start their wire cloth sell- 
ing season off with a bang much 
earlier than is usual If a dealer in- 
telligently takes advantage of the 
helps offered by manufacturers and 
promotes insect extermination and 


Prepared for It? 


encourages the use of protective 
screening, the results will be surpris- 


ing. 


1929 Was Banner Year in 
Farm Implement Industry 


Continuing its gratifying process, the 
farm equipment industry of the United 
States during 1929 exceeded its 1928 to- 
tals in production as well as in domestic 
and foreign sales, according to the agri- 
cultural implements division, Department 
of Commerce. With the possible excep- 
tion of 1920 when the American imple- 
ment production exceeded a half billion 
dollars, production and consumption dur- 
ing 1929 were greater than in any other 
year in the past decade, and exports es- 
tablished a record for all time with a 
value of $140,796,594, being equivalent to 
approximately 20 per cent of the total 
production. American farm equipment 
was sent to all countries of the world in 
varying amounts and it is expected that 
exports to all markets will show sub- 
stantial increases when the final figures 
are released. 

Increases were evident in all types of 
equipment with the exceptions of cream 
separators, lawn mowers, threshers, and 
14 and under horsepower wheel tractors. 
However, the increases were slight with 
the exception of combines and wheel 
tractors and the decreases were slight as 
well. Iniplements of cultivation such as 
plows, harrows, cultivators, and the like 
showed satisfactory increases but the 
gains recorded in harvesting machinery 
were disappointing except in the case of 
combines as already stated. Combine ex- 
ports increased in value from $10,448,- 
568 in 1928 to $15,535,846 in 1929, while 
thresher exports decreased in value from 
$5,723,319 to $2,548,887 during the same 
period. 
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SPOKANE WAS SCENE OF PACIFIC 
NORTHWEST CONVENTION 


ARDWARE dealers from 
H Idaho, Washington and Ore- 

gon, 200 strong, gathered at 
the Davenport Hotel, Spokane, Wash., 
on Feb. 5, 1930, on the opening day 
of their twenty-fifth annual conven- 
tion. 

The three-day session proved one 
of the most successful conventions 
both from the point of attendance and 
of interesting programs, that the 
Pacific Northwest Hardware and Im- 
plement Association has ever held. 
Approximately 100 dealers were in 
their seats when President F. K. Jack- 
son rapped for order at the opening 
session. 

The invocation was given by the 
Rev. Joel Harper of Spokane, after 
which B. H. Kizer, president of the 
Spokane Chamber of Commerce, wel- 
comed the delegates to the city. A 
response was made by F. K. Jack- 
son of Montesano, Wash., president 
of the Pacific Northwest Association. 

The convention theme for the open- 
ing session was “The Challenge of 
Our Opportunities.” Opening the 
convention, President Jackson made 
an address, pointing to various prob- 
lems of the dealers. This was fol- 
lowed by a report of the 1929 Na- 
tional Congress by Hobert R. Beatty, 
Clinton, Ill, past president of the 
national association. The minutes of 
the 1929 convention were then read 
and seven committees were appointed. 
J. Chas. Ross, president, Nation- 
al Retail Hardware Association, ad- 
dressed the members present at the 
first session on “Business—Past, Pres- 
ent and Future.” He pointed out that 


the hardware dealer of the old school 
must bestir himself if he is to occupy 
a position in the progressive march 
of modern merchandising. Mr. Ross 
urged diversification and specializa- 
tion. “Efficiency in store detail is of 
the greatest necessity,” the speaker 
said. “Goods must be placed where 
they are on parade and especially is 
this valuable during peak hours of 
business.” 

The afternoon session convened at 
2 pm. “My Customers” was the 
theme for this session. 

A. E. Vaughn, Aberdeen, Wash., 
was the first speaker. He discussed 
trade questions, answering the ques- 
tions: “Who are my _ customers?” 
“Into what general classes are they 
divided?” “Where do my customers 
get their money?” “How can I deter- 
mine customer buying influence?” 
was the first question to be discussed 
by C. E. Stewart, Wenatchee, Wash., 
the second speaker on the afternoon’s 
program. Mr. Stewart also touched 
upon influences that cause customers 
to buy, changed living conditions and 
customer buying habits. The rela- 
tive importance of quality, price and 
service were discussed by R. C. Sin- 
clair, Yakima, who also spoke upon 
customer loyalty. 

This was followed by an address by 
Edwin Bates of Portland, who is in 
charge of the Pacific Northwest com- 
mercial survey for the Department of 
Commerce. He stressed the great 
need for proper control of inventories 
as one of the prime essential for suc- 
cess in merchandising. Mr. Bates 
cautioned against hand-to-mouth buy- 


ing in view of a fixed overhead cost. 

The session ended with general dis- 
cussion from the floor and the “Ques- 
tion Box’’ with President Ross, of the 
national association, in charge. 

“My Opportunities,” was the ses- 
sion theme on Thursday morning, 
Feb. 6, which convened at 9 a.m. 

J. N. Ott of Ritzville, Wash., was 
the first speaker on the program. In 
the course of his talk, Mr. Ott an- 
swered three questions, defining a 
merchandising opportunity, a hard- 
ware dollar and giving points on 
studying the farm market. “The 
merchandising opportunity for the 
hardware dealer is the demand in his 
community for hardware and kindred 
lines,” the speaker said. “If I am to 
succeed as a hardware dealer, I must 
study my community as manufactur- 
ers study hundreds of communities.” 

C. G. Jennings, Tacoma, handled 
the subject of getting business from 
local industries. He told how his 
firm has secured the business of its 
local industrial plants by making con- 
tacts with foremen in the plants. Mr. 
Jennings also outlined methods that 
may be followed to secure business 
from schools, hospitals and other pub- 
lic institutions. 

An address by J. C. Lampert of 
Yakima, one of the leading imple- 
ment dealers in the entire northwest 
territory, followed. Mr. Lampert de- 
livered a splendid talk on ‘Getting 
More Business from Present Cus- 
tomers, and Finding and Cultivating 
New Customers.” 

“Adding New Lines,” and “Culti- 
vating Customer Loyalty,’ were the 
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topics treated by W. H. Richardson 
of Harrington, Wash., the last speak- 
er on the session’s program. 

The afternoon session of the second 
day of the convention was given over 
to instructive talks by J. Chas. Ross, 
president of the national association, 
and Hobert R. Beatty, national past 
president. Treating the general ses- 
sion theme “My Competition,’ Mr. 
Ross talked on sources and kinds of 
competition, and Mr. Beatty on meet- 
ing competition. These talks were 
followed by general discussion from 
the floor. R. S. Erb, Lewiston, Idaho, 
made the summary of discussions. 

There followed a special implement 
session, with John C. Lampert, 
Yakima, in charge. 

In making his annual report. dur- 
ing this afternoon’s session, E. E. 
Lucas, secretary-treasurer, reviewed 
activities during the year. He re- 
ported on the midsummer joint meet- 
ing at Tacoma, on his attendance at 
the National Hardware Secretaries 
Conference at Omaha, the defeat of 
the referendum to raise the dues and 
the reinsuring of the Washington 
Hardware and Implement Underwrit- 
ers in the Federal Hardware and Im- 
plement Mutual. 

At 6.30 p.m. on Feb. 6, a special 
meeting was held for dealers only at 
which confidential matters of local 
business interest were taken up. 

The session of the last convention 
day began with a general discussion 
from the floor on insurance, with 
Hobert R. Beatty, national past presi- 
dent, in charge. 

Following this discussion, J. P. 
Lord, associate editor of Hardware 
World and Implement Record, de- 
livered an address on “Advertising 


to Win the Race for Attention.” 

“Advertising has proved its case,” 
Mr. Lord told those present. “The 
home town merchant has a tremen- 
dous advertising advantage over out- 
side competitors because of his per- 
sonal contact with the customer—but 
he frequently loses sight of that per- 
sonal touch in his advertising. Talk 
to your customers in your advertising 
as you would talk to them orally,” 
the speaker told the members. Mr. 
Lord summed up his address by ex- 
plaining various systems of advertis- 
ing layout and how best a hardware 
merchant might use the different type 
faces. 


R e P. HANEY, Riverside, Wash., 
next spoke upon “How I Control My 
Stock” and “Control of Expense, 
Margin, Purchases, Sales.”” This was 
followed by a talk by A. L. Callow, 
Elma, Wash., upon “Am I an Eff- 
cient Boss of My Job? Of Myself?” 

The last session of the convention 
on Friday afternoon included an ad- 
dress by Prof. L. J. Smith of Pull- 
man, Wash., head of the department 
of agricultural engineering, Wash- 
ington State College. Mr. Smith ad- 
dressed the members on the value of 
paint to the farmer, urging the hard- 
ware dealers to stress this to their 
rural customers. 

“Tell the former that $150 worth of 
paint adds from $500 to $600 more 
to the sales value of his farm, and 
correspondingly increases its loan 
value,” the speaker said. 

A. E. Lawrence of San Francisco, 
color consultant, Bass-Hueter Paint 
Co., took the dealer on a “color bus” 
and made some “color cocktails.” He 


emphasized color as a stimulant in 
business, its effect on babies and its 
use in connection with the treatment 
of lunacy. 

Outstanding in his dissertation on 
colors, tints and shades, was that a 
canvass has disclused that 42 per cent 
of women preferred red, or shadings 
of that color, 19 per cent liked purple 
and 9 inclined to orange. The bal- 
ance were distributed among yellow, 
green and white, with few_ blacks. 

Of the men the canvass showed 44 
per cent favored blue, 22 red, 21 
purple, with the remainder scattered. 

J. C. Lampert of Yakima, was 
elected president, with A. E. Vaughn 
of Aberdeen, Wash., first- vice-presi- 
dent; J. N. Ott of Ritzville, Wash., 
second vice-president; E. E. Lucas, 
Spokane, continues as secretary-treas- 
urer. This is Mr. Lucas’ 20th term. 

Trustees chosen included C. FE. 
Robertson, Spokane; W. H. Richard- 
son, Harrington, Wash.; Ray Cava- 
naugh, Auburn; John Oud, Orofino, 
Idaho; J. N. Ott, Ritzville, Wash. ; 
W. F. Schleunz, Waterville, Wash. ; 
L. M. Collins, Fairfield, Wash.; J. C. 
Lampert, Yakima, Wash., and FY K. 
Jackson, Montesano, Wash. 

The convention concluded with the 
annual banquet which is tendered dele- 
gates and friends of the Pacific 
Northwest Hardware and Implement 
Association by the jobbers and manu- 
facturers of Spokane. Some four 
hundred were present at this affair 
which was held in the Marie Antoin- 
ette Room at the Davenport Hotel, 
Spokane. An elaborate program of 
entertainment was featured and those 
present voted it one of the most en- 
joyable of these annual banquets that 
have ever been given. 





DR. JULIUS KLEIN’S ADVICE TO DISTRIBUTORS 


The law of 








ERE is the decalogue for distributors—wholesalers 
and retailers—proposed for 1930 by Dr. Julius 
Klein, Assistant Secretary of Commerce: 

1. Improve your stock records and devise some meth- 
od of inventory control. In a study of failures in one re- 
tail field over half were directly traceable to overstocking 
of wrong items. 

2. Use or develop better-trained personnel. One of the 
important causes of the returned-goods evil is poor sell- 
ing by untrained clerks. 

3. Improve collection policies. Recent studies place the 
average period for which charge accounts must be 
carried at 70 days—obviously an unnecessary tie-up of 
capital. 

4. Organize delivery methods and eliminate excessive 
delivery costs. Good business thought given to delivery 
can reduce expenses for most of the country’s dis- 
tributors. 


5. Curb the mania for gross sales. 
diminishing returns sharply reduces profits, swiftly in- 
creases expenses after sales have passed normal volume. 

6. Improve and simplify accounting methods. Too 
many distributors have inadequate accounting systems 
and many of the rest have systems too elaborate for their 
needs. 

7. Improve store layouts. A paint store increased its 
profits 25 per cent merely by rearranging its store along 
modern lines. Other stores have similar opportunities. 

8. Control or learn more about style changes. This ap- 
plies to nearly all wholesale and retail lines. 

9. Seize the advantages of cooperation. More profits 
for business, more savings for customers are obtainable 
by more teamwork between suppliers and distributors. 

10. Keep better records and study them. Taking the 
time to watch what is happening to a business will reveal 
trends to guide to improvement. 
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WISCONSIN DEALERS 
MET IN MILWAUKEE 


hardware firms were represented 

by about twice that many men 
at the thirty-fourth annual convention 
of the Wisconsin Retail Hardware 
Association in Milwaukee, Feb. 4, 5, 
6 and 7. The women, too, were there 
in fairly large numbers. Five hun- 
dred salesmen and executives, repre- 
senting the factories, were in attend- 
ance at the exhibits. Both the con- 
vention and exposition were held 
under the same roof, that of Milwau- 
kee’s Auditorium. President H. A. 
Fuge of West Bend conducted all 
the sessions. 

The following officers and directors 
were chosen for the new association 
year: H. H. Meyer, Shawano, presi- 
dent, and Walter C. Huchthausen, 
Manitowoc, vice-president. Members 
of the executive committee: Earl R. 
Sutter, Milwaukee; J. E. Garaghan, 
Whitehall; G. G. Jones, Racine. Ad- 
visory board, made up of past presi- 
dents: H. A. Fuge, West Bend; Will 
M. Ott, Baraboo, and D. A. Williams, 
Waukesha. 

As in the other State hardware 
gatherings held this season, the con- 
vention theme was, “The Retailer’s 
Opportunities.” Many phases of this 
subject were covered by the speakers. 
That the hardware dealers were bent 
on making themselves better merchan- 
disers was plainly apparent at the 
Wisconsin _ gathering. Exhibitors 


SSiarc seven hundred Badger State 


found the retail men, on the whole, 
determined to see 1930 through in 
more business-like fashion than ever. 

In his message to his organization, 
President Fuge said: “Our work 
never ends. We have increasing new 
problems and many of the old ones 
remain. If we would work more 
closely with the jobber, I am firmly 
convinced that we would do better. 
But we must be fair and honest with 
him. 

“Are your fixtures up to date, fel- 


~-tow dealer? Have you painted your 


store inside and out and made it gen- 
erally attractive? Are your clerks 
courteous and neat? Do they know 
the merchandise? Is your store thor- 
oughly clean and inviting? Women 
like cleanliness. Is your merchandise 
so displayed that one item suggests 
the sale of another ?” 


icieuicws Mr. Fuge’s address, 
Secretary B. Christianson of Stevens 
Point introduced all the past presi- 
dents in attendance. About a dozen 
of them were on hand. Herbert V. 
Prochnow, of the First National 
Bank, Chicago, spoke at the first ses- 
sion on “Meeting Your Opportuni- 
ties.” 

Lawrence Milligan, Bellefontaine, 
Ohio, with the aid of charts, told how 
he geared his inventory to his sales 
opportunities in his own store. 
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“Profits and Retail Management” was 
the subject covered by G. W. Sulley 
of the National Cash Register Co., 
Dayton, Ohio. 

“My Competition” was the topic for 
the Thursday morning session. Over 
on the left side of the hall an exhibit 
of highly competitive merchandise 
had been arranged in pairs. Two 
saws, virtually identical, out of the 
same factory, were shown. One had 
been bought from a mail-order house 
and the other had been taken out of 
a dealer’s stock. 

It was declared that the difference 
between the mail-order price to the 
consumer and the jobbing price to the 
dealer was too little to be taken into 
serious account. Exact figures were 
given. Pairs of rasps, screwdrivers, 
files, aluminum percolators, rules, etc., 
were similarly contrasted as to price. 

The: retail speakers appealed for 
fairer treatment. Those who spoke 
on this specific comparison of prices 
and articles were: H. Krueger, Nee- 
nah; Earl R. Butter, Milwaukee; J. E. 
Garaghan, Whitehall; B. C. Davis, 
Richland Center; H. H. Meyer, Sha- 
wano; A. C. Ryczek, Racine. Mr. 
Davis declared he had placed his store 
on a cash basis two years ago, and 
by so doing had increased his sales 
17 per cent and his profits $2,500 the 
first year; a 7 per cent sales increase 
and additional profits were registered 
the second year. 


Ay this session A. Hussa, La 
Crosse, said there would always be 
some items on which the mail-order 
house could undersell dealers; his 
principal trouble in this respect had 
been in the field of sporting goods, 
particularly fishing tackle. 

During this discussion the thought 
was stressed that the dealer should 
buy from one or two houses that 
would back him up in meeting his 
price and other merchandising prob- 
lems. Rivers Peterson, editor of the 
Hardware Retailer, spoke on “Profit- 
ing from Competition.” 

C. E. Bradley, Blue Mound, IIL, 
who had addressed the Indianapolis 
convention on “Tilling the Field for 
Greater Sales,” repeated the explana- 
tion of his mercantile survey at the 
Milwaukee gathering. Mr. Bradley 
used a series of charts showing how 
he had mapped his territory as to its 
potentialities in merchandise con- 
sumption. 

(Continued on page 46) 
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BILLINGS 

WAS HOST 
TO MONTANA 
CONVENTION 


sun, coming after recent zero 

weather, helped to bring out the 
largest representation ever to attend 
the twenty-second annual convention 
of the Montana Implement and Hard- 
ware Association, which was held at 
Billings, Mont., Feb. 3, 4, and 5. A 
total registration of 267 was reported 
by A. C. Talmage, the aggressive and 
enterprising secretary-treasurer of 
this up and coming organization. A 
manufacturers’ exhibit that would 
have done credit to many State fairs 
was a feature in connection with the 
convention. Officers and committee- 
men of the Montana association cer- 
tainly deserve the congratulations of 
every member of the industry, for 
they staged a convention this year 
hardly second to any in the West. 


es, ou breezes and a bright 


Oe paises were started 
on Sunday, Feb. 2, at the Northern 
Hotel, Billings, which materially 
facilitated business on Monday morn- 
ing. Secretary Talmage is a believer in 
efficiency and feels that too much time 
is spent at the average convention in 
opening formalities. On Saturday 
evening, Feb. 1, Carl A. Rahn, H. A. 
Caraway, J. J. Mills, and P. P. Spar- 
ling, committeemen for the conven- 
tion, met with the secretary to iron 
out details relative to exhibits and 
special entertainment. On Sunday 
afternoon a directors’ meeting was 
held. The directors recommended 
through the resolutions committee that 
the association investigate freight 
rates on implements, farm machinery 
and hardware shipped into Montana, 
Wyoming, and the Northwest. W. A. 
Lundahl of Great Falls, a director 
and past president of the body, was 


H. C. STIHH 
Retiring President 


appointed to organize a body for the 
investigation. 

The board of directors further rec- 
ommended to the resolutions commit- 
tee that the association indorse the 
Federal Farm Board. Directors stated 
the belief that farm relief machinery 
is in a position to materially aid 
Northwestern agriculturists. C. V. 
Wilson and George O’Rourke, both 
of Helena, were appointed by the 
directors to represent the association 
at the Montana Development Con- 
gress, to be held at Helena, Feb. 24 
and 25. Directors present at the ses- 
sion were: H. C. Stith, Terry, presi- 
dent; M. C. Grinde, Great Falls, vice- 
president; S. C. West, Jordan, chair- 
man; W. A. Lundahl, Great Falls; 
H. K. Jones, Lewistown; E. W. Tal- 
mage, Joliet, and A. C. Talmage, 
Bozeman, secretary. 

The first session was opened Mon- 
day morning, Feb. 3, in the 4-H Club 
Building, at the Midland Empire Fair 
Grounds, by an address by H. C. 
Stith, president of the association. He 
told the more than 100 members as- 
sembled for the opening meeting that 
the object of the convention was to 
discuss matters that would tend 
toward the betterment of the hard- 
ware and implement business of the 
State. Mass production and distribu- 
tion and chain store competition were 
discussed in this opening address. 


F OLLOWING the opening address, 
Secretary Talmage made a short talk, 
“Bouquets and Brickbats,’ in which 
he outlined the work accomplished by 
the association during the past year. 
New ‘business was then taken up. 
Without a dissenting vote, the body 
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A. C TALMAGE 


Secretary-Treasurer 


went on record as opposed to merg- 
ing itself with the Montana Retail 
Merchants’ Association. The associa- 
tion also voted down a proposal that 
the body adopt the Montana Trade 
Journal as its official organ. 


I HE feature address on Monday 


morning was “Advertising to Win 
the Race for Attention,’ which was 
delivered by J. P. Lord, editor of 
Hardware World and Implement 
Record. He told the members of the 
advantage they have in advertising 
their merchandise to their local cus- 
tomers because they know their cus- 
tomers’ habits, wants, desires, and 
needs as no outside competitor possi- 
bly can. He discussed the trends in 
advertising today, and told the mem- 
bers they must consider in writing 
their advertising copy that over 80 
per cent of the buying for the home 
today is done by women. Mr. Lord 
urged them to plan advertising a year 
ahead, to budget it and to run their 
advertising regularly. 

Speakers during the afternoon ses- 
sion, which convened at 1 p. m., were 
D. R. Waterman, manager of sales, 
American Steel & Wire Co., St. Paul, 
and Fred C. Grether, who is super- 
visor of the development of the imple- 
ment section of the business for the 
jai Case-Co. 

Mr. Waterman emphasized atten- 
tion to small details of store manage- 
ment in his address, “Modern Busi- 
ness.” Modern methods of selling were 
discussed and suggestions for im- 
provement pointed out by the speaker. 

F. C. Grether, speaking on the busi- 
ness outlook for 1930, pointed out 
that high or excessive inventories pre- 
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cede periods of depression. He said 
that the flurry of the stock market 
would not affect the farmer to any 
marked extent, because the farmer is 
not a speculator. 

At 3 o'clock the Monday afternoon 
session adjourned, and the members 
went from the 4-H Club Building to 
the auditorium to view the exhibits 
there. 

The hardware and implement men 
were officially welcomed to Billings by 
Charles Ruzicka secretary and man- 
ager of the Billings Commercial Club, 
Monday afternoon. Responding to the 
welcome, President Stith expressed 
appreciation for the hospitality which 
was extended the association mem- 
bers. The association did not con- 
vene Tuesday morning, and the time 
was spent by the members in visiting 
the exhibits in the auditorium. The 
directors held a meeting in the sec- 
retary’s room at the Northern Hotel 
at 9 o'clock. 


A T 1 p.m., Tuesday afternoon, the 
association convened for the second 
day’s session. The meeting was 
opened by a report of the traffic com- 
mittee, which was given by W. A. 
Lundahl, chairman. Mr. Lundahl read 
the report of the committee’s find- 
ings, which it was proposed to send 
to the National Federation of Imple- 
ment Dealers’ Association, to Sena- 
tors and Representatives of Montana 
and Wyoming, to the Interstate Rail- 
way Commission, and to the State rail 
bodies. Summary data, the chairman 
reported, had revealed that rates of 
farm implements to Montana were 


considerably higher than rates on ma- 


chinery other than agricultural. It 
was carried that the report of the 
committee be adopted by the associa- 
tion. , 

The first speaker on the second 
day’s program was M. L. Wilson, 
head of the Department of Agricul- 
tural Economics, Montana State Col- 
lege Experiment Station. Mr. Wilson 
has recently returned from an exten- 
sive trip in Russia. He discussed at 
length conditions as they exist in 
Russia, emphasizing the probable effect 
on the wheat regions of the United 
States should the present program of 
the Russian government result in 
Russia exporting wheat in any con- 
siderable quantities. The speaker ex- 
pressed a belief that the “factory” 
farming plan of the Russians, in 
effect at present, will vastly increase 
production. In the evening Mr. Wil- 
son showed stereoptical views of Rus- 
sia to those interested. 

Tuesday afternoon’s program was 
addressed by S. R. Miles of the Na- 
tional Retail Hardware Association. 
Mr. Miles outlined the history of the 
association and took up in detail the 
services furnished by the association 
to its members. In the evening those 
interested gathered at the Billings 
Hardware Store, in Billings, where 
Mr. Miles outlined the changes he 
would make in that store’s arrange- 
ment if it were his store. 


WW EDNESDAY morning was 


taken up by visiting exhibits. The asso- 
ciation did not convene until 1 p.m. 
Wednesday afternoon. A_ special 
docket was first in order for discus- 


sion. Spirited argument was stimu- 


lated by the subjects chosen, which 


were: Suggested Retail Prices: Do 


they show adequate profit? Can they 
be maintained? How to Arrive at 
Overhead. Is Farm Equipment Week 
a Success? How can it be improved? 
Are Manufacturers Recognizing Their 
Definition of a Dealer? Stock Con- 
trol. Chain Stores and Collective 
Buying. 

The feature address was delivered 
by E. W. Johnson, representing the 
Crane Company of Minneapolis, Bil- 
lings and Great Falls, on the subject, 
“Lubrication.”. Mr. Johnson went into 
considerable detail to explain the 
principle of water lubricated turbines. 

There followed the report of the 
nominating committee. M. C. Grinde 
was elected president; E. W. Tal- 
mage, vice-president, and A. C. Tal- 
mage, reelected secretary and treas- 
urer. Chas. Eder and D. W. Gwinn 
were elected directors for three-year 
terms. 


Ti banquet closing the twenty- 
second convention was held on the 
evening of Feb. 5. This was a gala 
affair, with more than 200 in attend- 
ance. During the three days of the 
convention a special program for the 
ladies was in progress, beginning with 
registration at the Commercial Club 
on Monday morning, Feb. 3. In the 
afternoon all visiting ladies who cared 
to assembled at the Billings Commer- 
cial Club and were taken in special 
cars for the formal opening of ex- 
hibits and program at the exhibit 
auditorium. On Tuesday there was 
held a musical tea at the Billings 


Commercial Club, 





Wisconsin Dealers Met in Milwaukee 


John W. Griest, manager of the 
Retail Merchants’ Institute, Chicago, 
spoke on selling problems. “Women,” 
he said, “don’t like to be sold as men 
are sold. The man is chiefly interested 
in weight, strength, durability, and 
price. The woman is mainly inter- 
ested in style, color, and convenience. 

“Do something noticeable,” said 
A. D. Van Dervoort, Lansing, Mich., 
in his talk during the final session 
on “Grasping My Opportunities.” 
“Whether a window trim pays you 
immediately or not, keep on trimming 
your windows. It pays in the long 
run, because people will talk favor- 


(Continued from page 44) 


ably about your store. 

“Do the unusual. Rearrange your 
displays continually. Gather a large 
personal acquaintance. Call people 
by their names. There are three of 
us Van Dervoorts in our store, and 
one of us is always on the floor. 

“Follow your present customer 
through by mail. Keep in touch with 
him in that way. He feels compli- 
mented to have you do so. Cultivate 
the cash customer, especially by mail. 
You can’t have too many cash cus- 
tomers; it is sometimes possible to 
have too many of the other kind. 
Watch the farm trade. Many farmers 


are modernizing their homes. Go 
after their plumbing business. There 
is less competition for it. 

“Push mechanics’ tools. We sell 
them to the factory operatives right 
at the plants. One man from our 
store spends two or three noon hours 
at the Lansing factories a week dem- 
onstrating and selling tools to work- 
men. 

“More and more, America is becom- 
ing a sports-loving nation. Ameri- 
cans crave good sporting equipment. 
Sell only quality goods. Hunting ap- 
parel is important and _ profitable. 
Push it.” 
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L. M. KREIG 
New President 


HIRTY-SIX years is a long 
time in hardware association 


history. Yet the 36th Annual 
Convention of the Ohio Hardware 
Association held in Columbus, Feb. 
4-7, will rank as one of the best in 
that history. Likewise the exhibit, 
held in connection was fully up to the 
Ohio standard. 
Secretary James B. Carson and his 
efficient staff were ever on the job 
to see that things moved smoothly, 
and President A, E. Herrnstein was 
an ideal presiding officer. The pro- 
gram was largely furnished by mem- 
bers of the association and took the 
general form recommended by the 
national association, dealing with 
“The Smith Family, Consumers.” 
The sessions opened on Tuesday, 
Feb. 4, at 9 a.m., and after the usual 
formalities settled down to business. 
President Herrnstein started the ball 
rolling with what is generally termed 
the president’s annual message. He 
referred to it as the message of the 
annual president, saying in part: 
“Your presidents are like a leaf 
in a book, which is read, turned over 
and remembered more or less pleas; 
antly or soon forgotten. The re- 
mainder of your official body is con- 





FRANK J. PEKOC, JR. 
Vice-President 


OHIO CONVENTION 


RANKED AS ONE 
OF THE BEST 


tinuous, and rightly so, I stand here 
now representing the board of direc- 
tors ready to acknowledge with great 
pleasure that the very efficient work 
and advice of your secretary, J. B. 
Carson; assistant secretary, Mildred 
Carson; your director of service. 
John Conklin, and the grand old man 
of Ohio hardware association work, 
our treasurer, John F. Baker, is the 
real cause for the continued success 
of the Ohio Hardware Association. 

Association work is generally not 
appreciated by members for whose 
benefit the work is carried on. The 
hardware association is different— 
our definite object, that of making 
better merchants out of Ohio hard- 
ware men is the reason. The several 
hundred members who are making 
use of our various offers and assist- 
ance will bear me out in this state- 
ment, probably an overwhelming per- 
centage of those of you who are pres- 
ent at this convention are making use 
of the assistance offered you. But to 
reach the other members—to assist all 
our members—has been the aim of 
this administration which will come 
to a close at the end of this conven- 
tion.” ‘ 

This was followed by the report of 
Secretary Carson, dealing with the 
activities of the past year. The re- 
port, in brief, was as follows: “Im- 
mediately following our last .conven- 
tion, we found we had eighty- 
five requests for different 
kinds of service. We fol- 
lowed this up with a canvass 
of the State. We covered 
seventy-nine counties and 
made complete plans for re- 
arranging twenty-eight stores, 
furnishing a blue print with 
letter of full instructions 
with each plan. 

“Ten members asked for 
plans for new store fronts, 
five members asked for plans 
for remodelling their pres- 
ent fixtures. Our standard 
fixture plans were sent to 


JAMES B. CARSON 
Secretary 





A. E. HERRNSTEIN 
Retiring President 


fifty-three other members. This 
makes a total of ninety-one members 
who have taken advantage of our 
store planning department since the 
canvass was taken. The business rec- 
ord department of our office has also 
grown during the year. Complete ac- 
counting system, including the ledger 
outfit and combination record, has 
been supplied to ten members besides 
other record sheets have been sent to 
other members. 

“Stock control is being used in 
twenty more stores than last year, 
members having taken a more active 
interest in the system as they begin 
to feel the worth of it. Sales promo- 
tion work and advertising has been 
started in four stores and this is a 
very important department, because it 
has to do with bringing in customers. 
One of the most active departments 
of our office is the ‘Information Ser- 
vice, where we are equipped with 
information for repairs for stoves, 
lawn mowers, etc., besides having on 
file the sources of supply for many 
special articles not regularly carried 
in stock, 

“During the year, we held twenty 
group meetings and they were well 
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attended. These are in addition to 
the regular meetings that are held by 
the older groups. In this short re- 
port, we have tried to show some of 
the work that the association is do- 
ing. This work is sent out by our 
State and national office combined and 
comes to the members without cost, 
except where special service is re- 
quired. Any time, a letter to our of- 
fice will bring a service man to your 
door.” 

This was followed by the reports of 
Treasurer John F. Baker; Director 
of Service, John B. Conklin, and Sec- 
retary of Insurance, George M. Gray. 

Taking up the session theme, Miles 
J. Watson of Oberlin, spoke briefly 
on the subject, “Into what classes are 
my customers divided?” E. W. 
Heintz, Akron, talked on, “Where do 
my customers get their money and 
how may I determine their buying 
power?” C. J. Wood, Mt. Vernon, 
told in an interesting manner his 
methods of influencing customers to 
buy at his store. 

The next speaker was a woman, 
Miss Ethel Young of Gallipolis, who 
gave some practical suggestions under 
the subject: “How May I Know 
What Customers Think of My 
Store?” Then followed a general dis- 
cussion, after which a summary was 
made by Irvin E. Douglas of the Na- 
tional Retail Hardware Association. 

At noon, the convention and _ its 
guests to the number of 500, met at 
a complimentary luncheon in the ball 
room of the Deshler-Wallick Hotel 
and listened to a talk by Llew S. 
Soule, Editor of Harpware Ace. Mr. 
Soule’s subject was “Trade Winds” 
and dealt with the importance of the 
human element in business. He de- 
clared that the customer is the big 
factor in business today, and the 
starting point from which the mer- 
chant must figure his way to profits. 
Therefore, he said, the first thing to 
determine is what induces a customer 
to trade regularly with a merchant. 

It is not price, he said, because we 
all pay more for merchandise every 
day than we would have to pay if 
price were the deciding factor. It is 
not the kind of merchandise carried, 


because the customer can get the same 
goods at any one of a dozen or more 
places; besides the customer does not 
know value. 

It is not location, he continued, be- 
cause we all go out of our way to 
trade at certain stores. What really 
induces customers to trade regularly 
at a store is the feeling they have 
for people in that store. People buy 
goods from other people whom they 
like. They don’t buy very much from 
people they don’t like. In spite of this 
fact, he said, there is a disregard for 
the human element in business which 
is hard to understand. Mr. Soule 
then illustrated his point by a series 
of actual occurrences in business 
houses in all parts of the country, and 
suggested a method for overcoming 
the conditions due to careless disre- 
gard of store personnel. 

The afternoon was given over to 
the exhibitors and the session was re- 
sumed at 7.30 p.m. At this session 
W. R. Carmany, Bedford, talked on 
“How Shall I Study My Market?” 
Harry F. Schroder, New Bremen on 
“How May I Get More Business from 
Local Industries?” and George R. 
Hoffman, Toledo on “How May I 
Render Service to Schools, Hospitals, 
etc.?”” Frank R. Conklin, Delaware, 
told the members how to make a sur- 
vey of their sales opportunities, while 
Bob Frey, Ottawa, explained how he 
increased his business with present 
customers. 


I HE evening was given over to 


dancing in the hotel ball room. 

At eight o’clock Wednesday morn- 
ing the members assembled for a 
breakfast session, at which time, 
Frank A. Bare, president, Tritch 
Hardware .Co., Denver, Colo., and 
former secretary of the Ohio Hard- 
ware Association, delivered a most in- 
teresting address entitled “Twenty 
Years Ago.” 

The convention theme- was then 
taken up, the first speaker being Harry 
W. Pealy, Akron, who introduced the 
subject of competition and its sources. 
George Gillespie, Youngstown, han- 


dled the same subject as it pertains to 
other hardware stores. W. F. Bone, 
Butler, spoke on competition of stores 
in other towns; G. H. Wilking, Zanes- 
ville, discussed competition from 
stores which have adopted modern 
methods. 

This was followed by a talk on store 
lighting by W. E. Conley, National 
Lamp Co., Cleveland. Finally Bob 
Murray, Honesdale, Pa., brought 
them all to their feet with a dynamic 
talk on “How to Meet Competition.” 
Mr. Douglas of the national associa- 
tion again summarized the session. 

Thursday's session theme was “My 
Job,” and the first speaker was W. B. 
Martin, Mansfield, who outlined the 
merchants responsibility to his cus- 
tomers, his employees and his com- 
munity. He was followed by Wil- 
lard Wilson, Washington Court 
House, on the subject “How may 
knowledge of my merchandise and 
the needs of my community be ac- 
quired by my store organization?” 
Next, Homer Lehman, Columbiana, 
explained how to keep in touch with 
changing demand, after which Frank 
Stockdale, Columbus, gave an ex- 
cellent talk on stock control. A final 
summary of all sessions by Irwin 
Douglas brought the business sessions 
to a close. 

The following officers were elected 
for the ensuing year: L. M. Kreig, 
Newark president; F. J. Pekoc, Jr., 
Cleveland, vice-president; James B. 
Carson, Dayton, secretary, and John 
F, Baker, Dayton, treasurer. New 
directors are George Wilking, Donald 
Craine, Glen Molyneaux and Edgar 
Dolle. Retiring President A. E. 
Herrnstein, following the regular 
custom, becomes a member of the 
board. 

The entertainment features included 
dancing, card parties, theater parties 
and a grand ball. All social events 
were well attended and of high order. 
The number of ladies attending the 
convention was even greater than the 
usual good attendance. All in all it 
was an exceptional convention and the 
only losers were those who failed to 


attend. 


F 





Secretary Lamont Predicts 
Business Improvement 


Declaring that “there is nothing in the 
business situation to be disturbed about,” 
Secretary of Commerce Robert P. La- 
mont asserted his conviction recently that 
industry generally is in a satisfactory po- 
sition with no indication that there will 
be other than a steady further improve- 
ment during the coming months. 


Reviewing present conditions as shown 
by reports to his department, the Secre- 
tary pointed out that in making com- 
parisons with figures of a year ago it 
must be borne in mind that January and 
February, 1928, were exceptional months, 
with record output recorded in many 
lines, while as a rule those months are 
the low point of the year. 

Employment, reports to Washington 
show, is picking up, and the present un- 
certainty as to the actual situation will 


ie 
be dispelled when the statistics on un- 
employment which are to be gathered by 
the Census Bureau this year are compiled, 
when speculation as to conditions will be 
eliminated and a basis is provided for 
such remedial action as*may be necessary. 

The construction outlook is good, the 
Secretary stated. Steel mills are operat- 
ing at 80 per cent of capacity and fab- 
ricating plants will be busy for months 
to come. Conditions in Detroit are show- 
ing considerable improvement. 
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Retiring President 


NEBRASKA DEALER 
CONVENED AT OMAHA ®: 


HE New Paxton Hotel, Oma- 

ha, Neb., was the headquarters 

for the 29th annual convention 
of the Nebraska Retail Hardware As- 
sociation, which convened on Feb. 4 
to 7 inclusive. C. J. Whipple, presi- 
dent, Hibbard, Spencer, Bartlett & 
Co., Chicago; Charles L. Nelson, 
Secretary, Oklahoma Hardware and 
Implement Association, Oklahoma 
City, and Harold Bervig, National 
Retail Hardware Association, Indian- 
apolis, were the guest speakers at the 
business sessions, which were of an 
interesting and instructive nature. 

J. S. Rhein of Alliance, Neb., had 
the first place on the program after 
the president’s address, secretary’s re- 
port and other preliminaries were out 
of the way. In analyzing the general 
run of customers, Mr. Rhein came 
upon the class of fellow who is al- 
ways slipping around and getting 
something at wholesale, thus going 
around his legitimate retail dealer in 
the town. “The fellow who buys at 
wholesale in this manner is foolish,” 
said Mr. Rhein. “He is simply mak- 
ing a monkey of himself, at the same 
time that he is hurting his home 
town.” Mr. Rhein advocated an inten- 
sive study of the hardware business 
by those engaged in it, advocated 
studying the likes and dislikes of chil- 
dren and catering to women and chil- 
dren. 

J. A. Simerka, Walthill, analyzed 
the sources of the consumers’ money, 
and showed how to determine the cus- 
tomers buying power in an agricul- 
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Elected President 





G. S. OLSON 
First Vice-President 


tural community by the crop move- 
ment, etc. 
Prof. O. R. Martin of the Univer- 


sity of Nebraska, talking on Sales 





GEO. H. DIETZ 


Secretary-Treasurer 


Opportunities, traced the business de- 
velopment of some thirty years. He 
showed the various periods, when sup- 
ply and demand were balancing each 
other to a nicety; and then, later, the 
period when demand exceeded sup- 
ply, and when all attention of manu- 
facturing engineers and economists 
was centered on how to make more 
goods, how to produce faster and at 
less cost. Then from about 1880 to 
1910 a change began to take place, 
Professor Martin pointed out. “Sup- 
ply began to catch up. During this 
period came the trusts, which were 
the first effort to control prices and 


prevent serious breaks in prices as 
the result of over-production. This 
brought on the whole chain of anti- 
trust legislation. And today we have 
all attention of economists centered 
on how to sell faster, and get rid of 
the merchandise we have learned to 
make so rapidly; and today we have 
our chain store problems, and all that 
they bring with them.” 

L. E. Nelson of Omaha, in discuss- 
ing the markets served by the hard- 
ware merchant, took a direct slap at 
some of the larger corporations, such 
as telephone companies, utilities com- 
panies and packing houses, which, he 
said, were buying their hardware at 
wholesale. He pleaded for a resolu- 
tion or a diplomatic gesture of the 

association that would 
lead these corporations 
to see the folly of their 
He pointed out 


ways. 
that the corporations 
buy at wholesale not 


only for their plant, but 
that they buy at whole- 
for all their em- 
ployees. 
D. E. McCauley, Lin- 
coln, Neb., the new field 
man of the Nebraska Association, 
discussing the question of who spends 
the money, said $800,000,000 was 
spent last year by the women of 
America, and advised the hardware 
merchants to cater more to the wo- 
men. He advised catering also to the 
children as “they are our future cus- 
tomers.” He advised better use of 
windows for display purposes, as he 
said: “It is true that the feet take 
the customer to the store, but his eyes 
go in through the window.” 

George Bischof of Nebraska City, 
Neb., discussed closer contact with the 
consumer. He advised suggestive sell- 
ing, advising the hardware men to 
suggest something seasonable when a 
customer comes in to buy some item. 
He gave as an,example the fact that 
in January a farmer came into his 
store to buy a 35-cent item and go 
out. When he had bought this, how- 
ever, Mr. Bischof said: “How about 
butchering tools?’ This was a re- 
minder to the farmer, and before he 
got away Bischof sold him nearly $5 
worth of butchering equipment, 
whereas he came in strictly to buy a 
35-cent item. 

Mr. Bischof sounded a note of ring- 
ing cheer when he said: “I don’t know 
of a business today that shows better 
opportunities for net profit than the 
hardware business. I’d rather be in 
this hardware business than anything 
else in the world.” 

C. J. Whipple of Chicago discussed 
closer cooperation with the sources of 

(Continued on page 52) 
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E. A. MAHONEY 
First Vice-President 





H. B. DIETRICH 





J. B FOLEY 
Second Vice-President Secretary 


NEW YORK CONVENTION PROGRAM 
FOLLOWS OKALAHOMA OUTLINE 


HE twenty-eighth annual con- 
vention of the New York State 
Retail Hardware Association 
was held at Rochester, N. Y., Feb. 
4 to 7. Headquarters were at the 
Seneca Hotel, but all sessions and the 
exhibit were at Edgerton Park. 
President William H. Heffelfinger, 
Niagara Falls, presided throughout 
the convention. In the election he 
was succeeded by Frank Sticht, Fort 
Plain. KE. A. Mahoney, Schenectady, 
was chosen first vice-president, and 
H. B. Dietrich, Salamanca, is the new 
second vice-president. Secretary John 
B. Foley, Syracuse, and Treasurer 
Frank E. Pelton, Herkimer, were re- 
elected. 
Announcing that the program would 
follow the Oklahoma City Congress, 
President Heffelfinger told of Henry 
3rown and his efforts to maintain and 
increase his sales to the Smith Fam- 
ily, Consumers. “After three years 
of intensive study, no final decision 
has been arrived at as to what we 
must do to remedy the serious situa- 
tion that has confronted us,” he said, 
“so we are now back to Rochester 
this year for a further study of the 
question, and I hope before the close 
of the convention some Moses will 
rise up who will lead us out of the 
wilderness of perplexity.” The presi- 
dent commented on the increasing in- 
tensity and complexity of competition, 
and urged all to participate freely in 
the discussions. 
The Tuesday session theme was, 
“My Customers.” Roy L. McGibney, 


Herkimer, started the discussion, 
analyzing the groups of customers a 
hardware merchant should cultivate. 
Ile stressed the importance of con- 
sideration to young children in order 
that good will would be established. 
James H. Couden, Manlius, told of 
a survey he made to determine what 
customers thought of his store. In 
reciting some of the comments he 
received, many helpful ideas came to 
his attention, enabling him to improve 
certain phases of his activities. 
Talking on loyalty of customers, 
Leon Du Bois, Rochester, thought 
loyalty existed only when a customer 
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Treasurer 


continually received fair treatment, 
proper values and decent service, and 
that without these inducements the 
dealer could not expect continued pat- 
ronage on a loyalty basis. 

Leading off the informal discussion, 
R. J. Atkinson, Brooklyn, provoked 
a spirited discussion by stating that 
too many hardware men talked of a 
“standard of price, service, and qual- 
ity for the hardware store,’’ and that 
such an argument was the alibi of 
the lazy man who was too idifferent 
to his business to develop the stand- 
ards which the consumer rightfully 
demanded. Concurring, another mem- 
ber told of selling a painter competi- 
tive grade paint which that supposed 
expert later said was fine paint and 
bought some more. 

Vice-president Edward A. Mahoney, 
Schenectady, took issue with this 
point. It is necessary to carry 16 
colors at least, he said, and should 
the store have to carry two grades, 
he considered the investment too high 
for the benefits to be derived. Chain 
stores carry one grade, often an infe- 
rior quality, he said, and claim that 
it equals the higher priced good 
paints. He was strong for sticking 
to one line of quality paints. 

Mr. Atkinson disagreed. He told of 
carrying two grades of paint, and 
said this practice helped create a very 
favorable impression for his store and 
enabled him to build up quality paint 
sales to many who without the origi- 
nal lure of the lower price might have 
gone elsewhere. He reasoned that 
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competition, handling only cheaper 
grades, compared their low prices 
with first-grade paints to the disad- 
vantage of the store featuring only 
the latter. 

In the same discussion another 
member agreed with the principle of 
having competitive grade goods, but 
made an exception of paints. Mr. 
Mahoney said he had experienced 
confusion by having two grades, and 
so he eliminated the competitive 
group. 

Howard P. Albright, Albany, 
agreed with Mr. Atkinson, saying that 
having a competitive grade of paint 
took the teeth out of price competi- 
tion and gave a fine working basis 
to build up quality sales. Having both 
grades gave his store the reputation 
for having both price and quality. 

Mr. Hammond, Rochester, com- 
mented on the loss of business faced 
by downtown stores who are feeling 
the competition for the stores on the 
outskirts of the city. This prompted 
M. Tarzian, Brooklyn, to say that 
having the goods when wanted meant 
more to the neighborhood store than 
price. He told an interesting story 
of his own experiences, selling 200 
vacuum cleaners a year and a good 
quantity of electric washers and iron- 
ers. Some of this business was on 
the installment basis, which brought 
about some difference of opinion from 
the floor. Mr. Tarzian then said he 
found that type of trade satisfactory, 
in that he only used the installment 
basis for necessities. He told also 
how he handles his own paper, bor- 
rowing money from the bank as 
needed in preference to working with 
a finance company. ° 


Mar DU BOIS then told of his 


experiences selling electric refriger- 
ators to large contractors on a 30, 60 
or 90-day basis. He told also of an 
arrangement with the local light and 
power company, who have a finance 
department for such sales. He said 
he had found finance companies more 
satisfactory than banks for this ser- 
vice. 

Summarizing the session, Herbert 
P. Sheets, managing director, N. R. 
H. A., said hardware men had to be 
their Moses and lead themselves out 
of the wilderness, that they could 
learn much from others but essen- 
tially had to depend upon their own 
resourcefulness for success. He urged 
study of business along the lines sug- 
gested at the recent Oklahoma City 
Congress, and reviewed some of the 
highlights of that meeting. 

Secretary Foley reported an in- 
crease of 39 members, commented on 
the loss of approximately 15 per cent 


income for the 1930 exhibit as com- 
pared with that of 1929. He told of 
plans to hire a competent field man, 
and cited examples of work the State 
association had done to help members. 
He expressed appreciation for the 
help of the mutual insurance units in 
helping to maintain the membership. 

Opening the Wednesday session, 
Charles D. Starks, Far Rockaway, 





CHAS. W. SMITH, Remington Arms 
Co, Inc., New York, succeeded George 
W. Collins, L. S. Starrett Co., as presi- 
dent of the Associates. Otto Meurer, 
Hammar Bros. White Lead Co., was 
elected vice-president. Election took 
place following the dealers’ Thursday 
session. The Associates were hosts to 
the convention Wednesday night with 
an informal dancing party at the 
Seneca Hotel. 


spoke on merchandising opportunities, 
urging store meetings of an informal 
type where all employees may sug- 
gest changes for the good of the busi- 
ness. He cited many instances where 
truck drivers and others not directly 
in the selling end had made very 
valuable suggestions. ; 

Scoring hardware men for their 
lack of confidence, Mr. Atkinson in- 
terpreted “a hardware dollar’ as a 
dollar which is available or could be 
made available for use in purchasing 
hardware. There would be more hard- 
ware dollars, he said, if more hard- 
ware men went out after more of 
them by having the many related and 
even unrelated lines the public buys. 
He told of a survey in a 10,000 popu- 
lation town where the estimated buy- 
ing power totaled $9,000,000. About 
$166,000 went to hardware stores, but 
a total of more than half a million 
went for goods hardware men should 
sell. 


M R. MAHONEY said his firm had 
never made a proper survey, but that 
he was convinced that there were 
many advantages to be had from a 
survey, particularly would it show the 
goods which are actually in demand 


and would show also lines which were 
falling off, permitting a stock adjust- 
ment. He told of a partial survey 
made among certain local industries 
which brought to light some sales op- 
portunities he never appreciated be- 
fore. 

Talking about increasing business 
with present customers, Thomas J. 
Johnston, Fulton, said he found a 
monthly Store News one of his best 
means of keeping constant contact 
with good customers. 

Declaring that many of today’s best 
sellers may be obsolete in the near 
future, Clare R. Barstow, Massena, 
spoke on the increasing urgency of 
adding lines. As _ old-established 
groups of goods begin to slow up 
in demand, they usually suggest to the 
wide-awake merchant a successor, he 
said, citing as an example the shift 
from old-fashioned sadirons to the 
modern electric hand iron and ironer. 


ae B. BURBRIDGE, repre- 


senting the Syracuse Chamber of 
Commerce, outlined briefly the ad- 
vantages of a trade survey, and 
told how many firms had_ their 
pet beliefs blasted after they ob- 
tained actual data on their mar- 
kets. He worked up a story of a 
mythical Jones Hardware Co. in 
Hometown, and told how and what 
might be learned, form a careful trade 
survey. The essential points to be 
covered by a merchant in such an 
investigations, Mr. Burbridge enu- 
merated as follows: 1. How far does 
or should his trading area extend? 
2. Have facts as to people in it, that 
is, the number of consumers, their 
location, purchasing power, buying 
motives, and general likes and dis- 
like§. 3. What these people are buy- 
ing or would buy if properly induced. 
4. Where are they buying now and 
what must be done to secure a rea- 
sonable portion of their business in 
the lines carried by the merchant 
making the survey or could be carried 
by him. 

A highlight of the informal dis- 
cussion was the experiences of 
Edward F. Daily, Brooklyn, president 
Brooklyn association, who told how 
he had been unsuccessfully circulating 
direct mail to apartment house resi- 
dents who were of a transient nature. 
He revised his list, and now has 2000 
families living in one or two-family 
houses, and his results are excellent. 
He recently engaged the services of 
an agency to prepare and distribute 
his circulars, and finds that a great 
help. 

Summarizing the session, W. N. 
Neff, president, Vance Supply Co., 
Abingdon, Va., stressed the peculiar 
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importance of individualism in the 
hardware business. He said the ex- 
periences of others, average data, etc., 
who were only potent when applied 
in an individual's own way. 

Thursday's session was devoted to 
a study of competition with Horace 
P. Aikman, Cazehovia, leading off, 
giving his impressions of the contest 
for hardware business by other hard- 
ware stores in a town and by the non- 
hardware stores whose lines dove- 
tailed with that of a hardware store. 
The ever-increasing competition be- 
tween cities and villages for the con- 
sumers’ general business was com- 
mented on by Charles P. Stiles, Ilion, 
who spoke of modern transportation 
and other factors which made this 
competition natural. Frank Doyle, 
Utica, felt that price is a big problem 
and as yet unanswered. He paid a 
strong tribute to the jobbers who 
helped him get started, yet felt that 
jobbers are not properly organized to 
assist retailers, and for that reason 
suffered from the loss of business 
which they should receive. 

Roland Roberts, general manager, 
Weed & Co., Rochester, told how his 
firm had placed tools, cutlery, etc., 
on open tables and quickly found 
lower units of sales and a notable de- 
cline of demand for high-grade items, 
due primarily to the fact that cheaper 
goods were featured too strongly on 
these tables. He felt that the modern 
or open type displays certainly sold 
goods, but must be studied and not 
expected to work without guidance. 

Edward K. Denecke, merchandising 
manager of James & Hawkins, Inc., 


Queens Village, spoke on ways of 
meeting competition. He stressed the 
cost of buying from too many sources, 
the fallacy of old-fashioned, long and 
complicated discounts, and said chain 
stores had created an impression of 
lower prices which did not always 
materialize. He cited many examples 
of handling competitive grade mer- 
chandise, notably a handsaw to sell 
at $1 and a mat to sell at the same 
price. 

Dave Herron, Auburn, said” he 
found waste receptacles placed at 
strategic points helped keep his store 
clean, as both his help and customers 
were thus encouraged not to throw 
things on the floor. He also urged 
dealers to light up the rear of their 
stores. Howard P. Albright, Albany, 
told how his seasonal advertising 
plans and monthly store newspaper 
had helped increase his general busi- 
ness, and was very useful in promot- 
ing new lines, which in themselves 
created new interest. 


— J. MURRAY, The 
Murray Co., Honesdale, Pa. gave 
a stirring summary of the session 
and added briefly some highlights 
of his own successful career as 
a merchant. He said a town is 
only successful when it is complete, 
and when all kinds of stores offer 
modern and effective service. An 
efficient hardware store in a town 
where all other stores are ordinary 
will find little reaction to its own 
efforts until a representative group of 


fellow merchants follow his lead. He 
was talking from experience and gave 
very definite proofs. He urged deal- 
ers to seek opportunities for special 
services which would identify their 
stores as headquarters in certain lines. 

Prior to thecelection of officers at 
the Friday closing session, J. B. 
Sellars, White Plains, gave his con- 
ception of the hardware dealer’s job, 
taking into consideration responsibil- 
ity to self, to customers, employees, 
community, and sources of supply. 

Secretary Foley substituted for 
Treasurer Pelton, who, due to illness, 
was unable to appear on the program. 
Mr. Foley spoke on trade surveys and 
said post offices furnish blueprints 
showing location of houses for 
75 cents, and that county agents fur- 
nish even more complete maps use- 
ful in this work. 

Edward J. Sanger, Rochester, 
talked on the importance of proper 
lighting to augment the value of 
modern displays. The session was 
summarized by Mr. Sheets. 

The annual banquet was held 
Thursday night at the Seneca Hotel, 
with President Heffelfinger as toast- 
master. Edmund Vance Cook was the 
speaker. He recited some of his many 
well-known homely poems. Those at 
the head table were: The toastmaster ; 
the speaker; Mr. Sheets; Charles W. 
Smith, Remington Arms Co., Inc., 
newly elected president of the Asso- 
ciates, and Charles J. Heale, Harp- 
WARE AGE and Chief Booster of the 
Hardware Boosters, which organiza- 
tion was well represented at the con- 
vention. 





Nebraska Dealers Convened 


supplies. He advocated concentrating 
purchases on a very few jobbing 
houses, and demanding service from 
these. He pointed to the complicated 
interdependence of wholesaler and re- 
tailer, and urged the dealers by all 
means to make use of the dealer helps, 
and other aids that the wholesaler is 
offering his dealers. 

Charles L. Nelson of Oklahoma 
City urged the dealer: “Get out of 
the notion of buying pots and pans. 
You are a retailer. You are not buy- 
ing pots and pans, as such. You are 
buying, or should be buying, SALA- 
BILITY. Buy SALABILITY, and 
then help the buyer buy. That is the 
secret of your success. Do your think- 
ing in terms of salability, instead of 
in terms of pots and kettles. Think 
of your investment in goods as an in- 
vestment in terms of salability. 

“You can’t do these things with 


(Continued from page 49) 


the old methods. Modernize not only 
your store, but also your methods. 
Visualize your store as a new temple 
where you buy salability, and where 
you help the buyer buy, and you will 
get your share of the business. 

Harold Bervig, Indianapolis, sum- 
marizing some of the discussions, said 
it had been found that in a rural com- 
munity 300 families will support a 
hardware store, but that in the city 
it requires more than that many cus- 
tomers to support a hardware store. 
He advocated that the hardware re- 
tailer go to a brother retailer in a 
neighboring town and get him to come 
over and visit his store and criticize 
it. He said it is surprising how much 
good is accomplished by this friendly 
interchange of ideas where it is prac- 
ticed. 

Speaking on “My Business Poli- 
cies,” Ed Lehmkuhl, Wahoo, Neb., ad- 


at Omaha 


vocated that the proprietor himself 
should do a good deal of his own col- 
lecting, instead of depending entirely 
on the help. He urged the importance 
of getting new ideas in modern busi- 
ness, but he said: “Get the new ideas 
and then do not keep them merely as 
ideas, but make them realities in your 
own store. I want to maintain a store 
such as my family and I would want 
to patronize.” 

J. A. Simerka, Walthill, Neb., was 
elected president for the ensuing year. 

G. S. Olson, Norfolk, Neb., was 
elected first vice-president. 

John Kresel, Omaha, second vice- 
president. 

George H. Dietz, Lincoln, Neb., was 
reelected secretary-treasurer. 

The two new directors elected were 
B. B. Barber, Homer, Neb., and 
Charles Lehmkuhl, Wahoo, Neb. 
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S. E. STROEBEL 
Retiring President 





CHAS. H. CASEY 
Managing Secretary 





P. A. YOUNG 
New President 


SOUTH DAKOTA DEALERS 
CONVENE IN SIOUX FALLS 


A. YOUNG, Wessington, S. D., 
P is the newly elected president 
* of the South Dakota Retail 
Hardware Association, being chosen 
for the ensuing year at the silver 
anniversary convention of the organ- 
ization, which was held at the Cata- 
ract Hotel, Sioux Falls, on Feb. 4, 5 
and 6. : 

S. E. Stroebel, Canova, retiring 
president of the organization, auto- 
matically becomes a member of the 
advisory board of the association. 
M. E. W. Christianson, Irene, is also 
a new member of the advisory board. 
R. Gaeckle, Madison, was elected 
vice-president and may become the 
president in 1931, while Charles H. 
Casey was reelected managing secre- 
tary. 

Nearly three hundred members 
were in attendance at the convention, 
which was declared to have embodied 
the most educational and instructive 
program ever sponsored by the South 
Dakota association. The whole tone 
of the assemblage was one of getting 
right down to basic facts and work- 
ing out solutions to many problems 
in a thorough and practical fashion. 

In addition to the business sessions, 
there was a large exhibition of hard- 
ware products at the Sioux Falls 
Municipal Coliseum, including dis- 
plays of hundreds of hardware items. 
Then there was the annual dance and 
banquet, held in the ballroom of the 
Cataract Hotel on the night of 
Wednesday, Feb. 5, which attracted 
a large crowd and provided wonder- 
ful entertainment for those present. 
The banquet was a complimentary 


affair, given in honor of members of 
the association by the manufacturers, 
jobbers and hardware dealers of 
Sioux Falls. 

In speaking to the assembly, former 
President S. E. Stroebel, Canova, 
said that the customer is the vital 
spot in their business and should be 
discussed whenever the opportunity 
arises. Continuing, he said in part: 

“TI can see great benefit in the study 
being made of the customer, and it 
ought to do us a lot of good to listen 
to our own successful dealers. who 
have prepared short talks from their 
own experience. It is another case 
of saving ourselves to save the retail 
hardware business, and we represent 
the hardware business in South 
Dakota. 

“We must dress our stores up, 
change things around, and devise a 
modern method of more and better 
turnover. Competition is getting 
keener right along, and we South 
Dakota dealers must meet it. You 
will be’ glad to note that the past year 
has been successful for the associa- 
tion, and a lot of service has been 
given. There is no. question in my 
mind but that the association will con- 
tinue to progress and develop in the 
future as it has in the past.” 

M. E. W. Christiansen of Irene 
brought out the fact that in an agri- 
cultural community the merchant 
must keep abreast of the demands 
that a farm trade is likely to require, 
and therefore must study his field and 
have to offer, as soon as—or sooner— 
than his competitor, the new improve- 
ments and creations which the man 


on the farm needs from the hardware 
store. 

The whole theme of the convention 
was one of studying the trade situa- 
tions, meeting the competition with 
timely and quality merchandise, keep- 
ing the store up to date and well ar- 
ranged, advertising and building up 
good will. 

J. C. Mulvaney, Hitchcock, gave 
one of the most interesting talks of 
the convention in his discussion of 
how to buy hardware. Mr. Mulvaney 
stressed the need of the dealer in an- 
ticipating the demand logically to be 
anticipated in the community of the 
store. | 

“You must put your selling price 
first and then think about your buy- 
ing price. It is sales and profits that 
count, not unprofitable turnover.” 

Theodore Funk,of Groton discussed 
“How Can a Change in Demand Be 
Noted in Time,” in which he stressed 
the importance of reading trade jour- 
nals to see what the new things in 
the hardware trade will be, and what 
is being done elsewhere and what new 
things are to be anticipated. He de- 
clared that the merchant must know 
his community needs by reading the 
local papers to see what the people 
of his community are doing or plan- 
ning to do in matters that will be 
touched in the hardware line. He 
must talk to his customers about the 
merchandise he sells them, as to how 
it pleases them, and as to what they 
prefer in contemplated articles. Prices 
must be right, service must be right, 
and good will must be developed, he 
stated. 
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CARL H. KENT JOINS 
NESCO SALES STAFF 


Carl H. Kent has joined the 
sales organization of the Na- 
tional Enameling & Stamping 
Co., Inc., Milwaukee, Wis. His 
headquarters will be in the 
Milwaukee office. 





CARL H. KENT 


Mr. Kent represented Butler 
Bros., New York and then went 
with the Sidney Shepard Co., 
which was succeeded by Repub- 
lic Metal Ware Co., where he 
became general sales manager. 
When Savory, Inc., was or- 
ganized to take over the selling 
for Republic Metal Ware Co. 
he went with the new organi- 
zation where he was first vice- 
president and assistant to the 


president. 


MOELLER INSTRUMENT 
SUCCEEDS A. E. MOELLER 


Moeller Instrument Co., 261 
Sumpter Street, Brooklyn, N. 
Y., has succeeded A. E. Moeller 
Co. The active ownership and 
management will remain un- 
changed. Officers of the or- 
ganization are Charles E. Moel- 
ler, president and general mana- 
ger; Max E. Moller, vice-presi- 
dent and head of the research 
department; Curt F. Moeller, 
treasurer and factory manager ; 
Paul G. Moeller, secretary, is in 
charge of the sales department; 
Otto J. Moeller, assistant treas- 
urer, is in charge of the glass 





production department and 
Walter G. Moeller is in charge 
of the production department. 


BILLINGS & SPENCER 
MOVES N. Y. OFFICE 


The Billings & Spencer Co., 
Hartford, Conn., has moved its 
New York office from 9 Park 
Place to 53 Warren Street. All 
activities of the company will 
be handled from this office. 

At this new address the or- 
ganization also has a display 
room and warehouse in which 
a complete supply of drop- 
forged wrenches, golf clubs, 
and miscellaneous building hard- 
ware items are carried. The 
store front and store fixtures 
are all of the modern type. 
Basement, sub-basement and 
first floor of the building are 
occupied by The Billings & 
Spencer Co, 


MACON, GA., RETAILERS 
WILL FIGHT CHAINS 


Six independent merchants of 
Macon, Ga., have begun their 
fight on chain stores by apply- 
ing for incorporation papers to 
conduct “an educational cam- 
paign.” The style of the pro- 
posed corporation is the Macon 
Home-Owned Merchants, Inc. 
The incorporators are Roy G. 
Williams, David Wachtel, 
Harry Stewart, W. C. Ivey, 
L. P. Donnelly and C. A. 
Rushin. The capital stock is 
$10,000, with the privilege of 
increasing it to $100,000. 


LUTZ HARDWARE CO. HAS 
NEW BUILDING 


Lutz Hardware Co., Clair- 
ton, Pa., is now located in its 
new building at 411 St. Clair 
Ave. This is an old firm which 
was established by the father 
of the present proprietor more 
than twenty years ago. J. H. 
Lutz, the present owner, took 
over .the business eight years 
ago and has been successful in 
his use of modern displays and 





methods. 


New officers were elected at 
the meeting of the stockholders 
and directors of the Bunting 
Hardware Co., Kansas City, 
Mo., held recently. George H. 
Bunting, president and founder 
of the organization, was elected 
as chairman of the board. He 





was president of the concern for 
nearly thirty years and is giving 
up his office to enable him to 
pay more attention to his other 
interests. 

Charles B. Shaeffer, the new 
president and general manager 
of the company, was manager 
and treasurer for several years. 
He has been with the concern 
for many years. The vice-presi- 
dent, Fred W. Magee, was for- 
merly manager of the builders’ 
hardware department, which po- 
sition he held for more than 
twenty-seven years. This de- 
partment does a large percent- 
age of the business of the or- 
ganization. Mr. Magee succeeded 
the late William M. Bunting, 
who died in November. 

Frank H. Spink, treasurer 
and secretary, previously held 
the office of secretary. In addi- 
tion to his new duties, he re- 
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BUNTING HARDWARE CO. 
MAKES EXECUTIVE CHANGES 


Expansion Planned by Kansas City Hardware Firm 
Will Include Opening of Two New Stores 


tains his position as head buyer 
for all departments of the or- 
ganization. He has been with 
the department since 1912, at 
which time he entered the ship- 
ping department of the concern. 

The firm name was changed 
from Bunting Hardware & Ma- 





F. W. MAGEE 


chinery Co., back to its former 
name, the Bunting Hardware 
Co., at the annual meeting. Dur- 





FRANK H. SPINK 


ing the coming year it is planned 
to open two more _ branches, 
which will bring the number of 
stores to five. At present the 
selling departments of the com- 
pany total nine. 
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' PAUL OBERLIN JOINS 
SIDWAY-TOPLIFF CO. 


Paul Oberlin has been ap- 
pointed as Chicago district 
manager of Sidway-Topliff 
Co., Washington, Pa. He will 
have charge of the sales of 





PAUL OBERLIN 


this company in the Chicago 
district and the Middle West 
territories. 

Mr. Oberlin is assuming his 
duties immediately. During the 
New York Toy Fair, he will 
be at the New York headquar- 
ters of the company in the 
Fifth Avenue Building, 200 
Fifth Avenue, where he will 
meet buyers and_ friends. 

For more than seventeen 
years he was connected with 
the Gendron Wheel Co. His 
work with that company gave 
him a thorough knowledge of 
the toy buyers’ requirements 
and a wide acquaintanceship 
with the trade. 





H. H. LUDWIG PRESIDENT 
NORTH JERSEY ASS’N 


At the January meeting of 
The North Jersey Hardware and 
Supply Ass’n H. H. Ludwig 
was elected president and C. F. 
Werner, Jr., first vice-presi- 
dent. J. J. Leonard and Dem- 
erest Romaine are the second 
and third vice-presidents of the 
association. Horace Molyneux 
is secretary-treasurer. 

The February meeting was 
held in Hackensack, N. J., on 
Feb. 18. Garfield Williamson, 
wholesale grass seed dealer of 
46 West Broadway, New York, 
was the principal speaker. 





McGEORGE RETIRES FROM 
GAMBRILL-McGEORGE CO 

Jack McGeorge has sold his 
share in the business formerly 
known as Gambrill-McGeorge 
Hardware Co., Wellington, 
Kan. He was a member of 





that wholesale and retail dis- 
tributing company for 21 years. 

Mr. McGeorge has started his 
own company, in Wellington, 
Kan., under the name Jack Mc- 
George Hardware & Sporting 
Goods Co. Catalogs from man- 
ufacturers of hardware and 
sporting goods lines will be ap- 
preciated. 


STEVENS WALDEN TO 
SELL HUFTO GRINDERS 


Hutto Cylinder Grinders will 
be sold throughout the entire 
world through Stevens Walden, 
Inc., Worcester, Mass., to the 
garage and service station trade. 
These grinders will be displayed 
in the nation wide chain of trav- 
eling tool displays, known as 
missionary vans, which are sent 
out by that organization. There 
are now fifteen of these displays 
on trucks covering jobbing cen- 
ters of the country. 

The entire merchandising to 
the trade of the Hutto Cylinder 
Grinder is to be directed by this 
organization. 


SAN JOSE HARDWARE 
SUFFERS FIRE LOSS 

The main building and a large 
part of the stock of the San 
Jose Hardware Co., 62 West 
San Fernando Street, San Jose, 
Cal., was destroyed by fire re- 
cently. All the company’s rec- 
ords were saved, although most 
of the stock was damaged. At 
present the business is being 
carried on in temporary quar- 
ters, which will be occupied un- 
til a new building is put up 
on the site of the building de- 
stroyed by the fire. 

As all the catalogs were de- 
stroyed, the company would ap- 
preciate receiving a new supply. 


J, E. WILLIS APPOINTED 
ASS’T SALES MANAGER 


J. E. Willis has recently been 
appointed by the Trav-Ler Mfg. 
Corp., St. Louis, Mo., as assist- 
ant sales manager. He had been 
assistant sales manager of the 
A. C. Dayton Co., Dayton, Ohio, 
for the past three years. 


PASHLEY ASSISTANT SALES 
MANAGER FOR PEASE 


W. Earle Pashley, advertising 
manager of The C. F. Pease 
Co., 813 North Franklin Street, 
Chicago, IIl., has been appointed 
assistant sales manager and sec- 
ond vice-president of that com- 
pany. He was also elected as a 





member of the board of direc- 
tors. In addition to his new re- 
sponsibilities he continues to 
have charge of advertising and 
all promotional activities of the 
company. 


W. C. KATKER PRESIDENT 
OF FAVORITE STOVE CO. 


At the recent meeting of the 
board of directors of The 
Favorite Stove & Range Co., 
Piqua, Ohio, W. C. Katker 
was reelected president of the 
organization. Sales and adver- 
tising plans for 1930 were dis- 
cussed at the meeting. 





W. S. URQUHART HEADS 
NEW TRADE COUNCIL 


W. L. Urquhart has recently 
opened the offices of the 
Urquhart Trade Counsel & Ser- 
vice at 11 West 42nd Street, 
New York City. For many 
years he has been engaged in 
the development of foreign sales 
for internationally known man- 
ufacturers. He was formerly a 
partner of Droosten & Urquhart, 
New York City. 

The new organization 
equipped to render merchandis- 
ing and sales service to all 
American manufacturers who 
are interested in distribution in 
foreign countries. It is organized 
to install export sales depart- 
ments and to offer consulting 
service. It will also provide and 
locate foreign sales agents and 
make detailed market surveys in 
foreign countries. 


is 


F, C. SECREST SUCCUMBS 
—ACTIVE IN N.R.H.A. 


Forrest C. Secrest, former 
official of the National’ Re- 
tail Hardware Association, died 
recently in Albuquerque, N. M. 
He was a retail hardware mer- 
chant in Chillicothe, Ohio, and 
a prominent Democrat in Ross 
County, Ohio. 

Mr. Secrest moved to Albu- 
querque six years ago. He had 
been in ill health for more than 
a year, following a stroke of 
paralysis. 

He is survived by his widow 
and three daughters, a brother 
in Cleveland, Fred Secrest, and 
a sister in New York, Mrs. F. 
S. Dunham. 


STANDARD _ ELECTRIC 
STOVE DISTRIBUTOR 


The Standard Electric Stove 
Co. has appointed the Electric 
Supply Co., Des Moines, Iowa, 
as distributors for _ electric 
ranges. Central Iowa is the 
territory that will be covered by 
the Electric Supply Co. 





‘elected as 





WILLIAM F. STOLLBERG 
HEADS HARDWARE CO. 


William F. Stollberg, who has 
been with the Stollberg Hard- 
ware & Paint Co. for 28 years, 
was recently elected president of 
that organization. He succeeds 





WM. F. STOLLBERG 


his uncle, the late John Stoll- 
berg, who founded the company 
more than 50 years ago. Mr. 
Stollberg was formerly secre- 
tary-treasurer. In addition to 
his new office he retains the 
treasurership of the concern. He 
is treasurer of the National Oil 
& Varnish Association and a 
member of the Toledo Associa- 
tion of Credit Men. 

E. E. Teegardin was named 
as vice-president, and Louella 
Stollberg Leach, daughter of the 
founder of the business, was 
secretary. Messrs. 
Stollberg and Teegardin, Mrs. 
Leach, Dr. H. L. Green, Oscar 
A. Leach, John Mandler and 
Lee Hull were elected directors. 


R. E. SCHMIDT TO REPRE- 
SENT MANUFACTURERS 


R. E. Schmidt has recently 
opened an office at 71 Murray 
Street, as a manufacturer’s rep- 
resentative. He is prepared to 
represent a few out of town 
firms manufacturing products 
for the hardware and housefur- 
nishing trade. 

For 12 years he was with 
Wickwire Spencer Steel Co., 
New York City, in the wire 
goods division of that concern, 
during which time he sold to the 
jobbers in the Metropolitan Dis- 
trict. He was sales manager of 
the wire goods department for 
the past two years, which posi- 
tion he held until that branch of 
the business was recently sold 
to the Washburn Co., Chicago, 
Ill. 
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AMERICAN FORK AND HOE CO. 
WINDOW DISPLAY CONTEST 


Cash Awards Will Be Made to Winners 


The American Fork & Hoe 
Co., Cleveland, Ohio, is con- 
ducting a contest which is open 
only to retail hardware mer- 
chants who have in stock or on 
order True Temper Farm and 
Garden Tools before the first 
announcement of this contest. 
There are prizes totaling $2,325 
in cash being offered for the 
best window displays featuring 
True Temper Farm and Garden 
Tools. 

Stores entering the contest 
will be divided into three classes. 
One group includes dealers in 
towns having a population under 
5000. The second group includes 
dealers in towns having a pop- 
ulation between 5000 and 25,- 
000. In the third class, mer- 
chants conducting a hardware 
business in towns and cities of 
25,000 inhabitants or more are 
grouped. The best window in 
each group will bring the win- 
ner $100. For the second best 
window in each group there is 
a prize amounting to $50. The 
25 next best windows in each 
class will win $25 each. 

Enrollment blanks may be 
had from the company. On the 
blank requests for display ma- 





terial may be made. Displays 
must be made before May 31, 
1930, and are to be kept in 
the window for at least one 
week. A letter submitting pho- 
tograph of the display must be 
postmarked not later than May 
31, 1930. 

The merits of the displays 
will be judged from _ photo- 
graphs submitted to the com- 
mittee of judges. Llew S. 
Soule, editor, HARDWARE AGE, 
New York; George T. Price, 
president, Kelly Axe & Tool 
Co., Charleston, W. Va., and 
Ray H. Griswold, president, 
The Griswold Eshleman Co., 
Cleveland, Ohio, are the mem- 
bers of the committee. 

Dealers wishing a tie-up be- 
tween their window display and 
newspaper advertisements will 
be furnished with electros for 
use in local papers. Garden 
books and user’s catalogs will be 
provided upon request for dis- 
tribution to customers. Other 
free dealer helps to be given 
out are: Folders on individual 
tools, standard window cards 
calling attention to new tools, 
and folders with suggestions 
for window displays. 





VALENTINE CO. BUYS 
CON-FERRO PAINT CO. 


It has been announced in St. 
Louis, Mo., that the Con-Ferro 
Paint & Varnish Co., one of 
the leading paint manufacturing 
concerns in Missouri, has been 
sold to the Valentine Co. of 
New York for a cash consider- 
ation of approximately $1,000,- 
000. 
This is the second large ac- 
quisition by the Valentine Co. 
within the past few months. It 
was learned last October that 
negotiations had been completed 
by the Valentine management 
for a merger with the Detroit 
Graphite Co., manufacturers of 
paint and graphite materials, 
with plants at Detroit and in 
Canada. 


ROBBINS & MYERS, INC. 
AT SPRINGFIELD, OHIO 


Due to a typographical error, 
the address of the Robbins & 
Myers Sales Co., Inc., and Rob- 
bins & Myers Co., Inc., was in- 
correctly given as Springfield, 
Mass., in the Feb. 6th issue of 








Harpware Ace. The proper ad- 
dress is Springfield, Ohio. 


HOWARD REID HARDWARE 
CHANGES NAME 


Howard Reid Hardware, Mil- 
ford, Mich., has changed its 
name to Rice & Reid, Inc. Claude 
Rice, who kept a general store 
in Silverwood, Mich., for twenty 
years, is the new partner in the 
firm. 

The store quarters have been 
improved and remodeled. 


ALUMINUM INDUSTRIES 
PLANS EXPANSION 


Aluminum Industries, Inc., 
Cincinnati, Ohio, announced 
plans for expansion after a 
meeting held recently. Two new 
buildings of saw tooth pattern 
construction will add 30,000 sq. 
ft. of floor space to the factory, 
located on Beekman St., Cincin- 
nati, Ohio. These steel build- 
ings are under eonstruction at 
the present time and will be 














ready for occupancy about 
May 1. 

It was decided-at the meeting 
to carry a full line of Permite- 
Diamond automotive products 
manufactured by the company at 
the Cincinnati plant. This 
stocking of the complete line 
will enable the organization to 
give more prompt service in that 
section of the country. Before 
this decision was made only pis- 
ton and aluminum castings were 
distributed from that factory. 


PHILADELPHIA ASS’N 

INSTALLS OFFICERS 
Officers were installed at the 
Forty-Fourth Annual Banquet 
of the Hardware Merchants 
and Manufacturers Association, 
of Philadelphia, Pa., held at 
The Bellevue-Stratford on the 





E. E. CHANDLEE 


evening of Feb. 6. More than 
375 meh affiliated with the 
hardware industry were present. 
Edward E. Chandlee succeeds 
James S. Bonbright as president 
of the organization. 

John B. Kennedy, associate 
editor of Collier’s Weekly spoke 
on “Civics for the Civilized,” 
and “Humor in Business” was 
the subject chosen by George 
S. Chappell, of New York, 
architect and big game hunter. 
Vocal and instrumental selec- 
tions entertained those present 
at the banquet. 

Joseph M. Hottel was installed 
as vice-president for the coming 
year. The board of directors 
comprises the president, the 
vice-president, the secretary- 
treasurer, Charles M. Ghriskey, 
W. Allen Barr, E. J. McAleer, 
E. C. Griswold and James S. 
Bonbright. 

A committee presided over by 
E. C. Griswold had charge of 
the banquet and program. 








UNFAIR TRADE PRACTICES 
DISCUSSED AT B’KLYN 


Remonstrance against the un- 
fair practice indulged in by 
some public utilities and large 
corporations, whereby they pur- 
chase and sell at cost a large 
variety of merchandise to their 
employees, was voiced by sev- 
eral dealers at the regular 
monthly meeting of the asso- 
ciation on Thursday, Feb. 13. 

It was the opinion of many 
of the merchants present that 
the public utility and corpora- 
tion employees who are thus en- 
abled to purchase almost any 
article “at wholesale become in 
reality purchasing agents for all 
of their friends and neighbors. 
Steps are to be taken by the 
organization in an effort to cur- 
tail the practice. 

Edward F. Daily, president, 
presided at the meeting, and 
H. A. Cornell conducted the 
usual question box feature with 
customary thoroughness. The 
following officers were proposed 
and nominated upon the report 
of Henry A. Voght, chairman, 
nominating committee: Presi- 
dent, Robert Hammond; first 
vice-president, Tom Grogan; 
second vice-president, Joseph 
Platz; secretary, Robert Pear- 
sall; treasurer, Henry F. Bond; 
and Edward F. Daily and A. W. 
Dow, directors for a two-year 
term. The nominations will be 
voted upon at the annual meet- 
ing scheduled for Thursday, 
March 13. 

Mr. Cornell announced that 
no deficit was incurred at the 
Metropolitan Banquet, and that 
767 diners were present on the 
occasion. He also stated that 
Playland, Rye Beach, Westches- 
ter County, was being consid- 
ered as the scene for the an- 
nual outing. 

M. Tarzian and E. Daily com- 
mented upon the Rochester con- 
vention, which they attended, 
and while Mr. Tarzian was en- 
thusiastic in praising the State 
meeting, Mr. Daily held an op- 
posite view, declaring that the 
program “was ten or fifteen 
years behind the times.” 

R. J. Atkinson, in discussing 
present business conditions, said 
that retailers are going through 
a balancing period at the pres- 
ent time, and that, while some 
merchants are going out of busi- 
ness, others are going into busi- 
ness, and that business is on the 
increase with some dealers and 
on the decline with others. In 
the final analysis, the condition 
just about maintains an .equal 
balance, he concluded. 

Special plans are being form- 
ulated for the March 13 meet- 
ing, which will be held at the 
headquarters of the organization 
in the Jotnston Bldg., Brooklyn. 
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MORRISON OF FONES 
BROS. DIED FEB. 11 


Beauregard Morrison, who 
for fifty years has been affili- 
ated with the Fones Brothers 
Hardware Co., Little Rock, 
Ark., died in that city on Feb. 
11 after a relapse from a recent 
illness which confined him to 
his home for three weeks. 


B. 





B. MORRISON 


Mr. Morrison was affection- 
ately known to a large host of 
friends in the hardware indus- 
try as “Beaure.” He was sev- 
enty years of age and had 
planned to retire from business 
on July 1. For many years he 
served as buyer for Fones 
Brothers and in that capacity 
won the esteem and affection 
of all with whom he came in 
contact. He was also vice-presi- 
dent and a director of the com- 
pany. 








A. RAPHAEL SALES HEAD 
FOR LIONEL CORP. 


Arthur Raphael has been ap- 
pointed as general sales man- 
ager and sales promotion man- 
ager of. The Lionel Corp., New 
York City. He has been as- 
sociated with The Lionel Corp. 
for more than ten years. His 
connection with this concern 
has given him wide experience 
and a large circle of ac- 
quaintances in the toy trade. 





MARKT & SCHAEFER 
ALLIANCE DISTRIBUTORS 


Markt & Schaefer Co., 193 
West Street, New York, have 
been appointed as distributors 
for The Alliance Mfg. Co., Al- 
liance, Ohio. This firm will dis- 
tribute Doo-Klip products in 
Cuba, West Indies, Mexico, 
Central America and South 
America. In addition to the ter- 
ritories handled by Markt & 
Schaefer Co., Alliance products 
are distributed in Canada, Brit- 
ish Isles, Continental Europe, 





South Africa, New Zealand, 
Australia and China. 





BUHRMAN-PHARR FIRM 50 
YEARS IN TEXARKANA 


Buhrman- Pharr Hardware 
Co., Texarkana, Ark.-Tex., is 
celebrating its golden jubilee 
year. The firm was founded in 
1880 by W. J. Buhrman, who 
came from Connecticut as a 
young man. In the early part 
of the twentieth century, F. E. 
Pharr, now president and gen- 
eral manager of the firm, be- 
came a member of the firm. 

When the organization was 
started in Texarkana, the place 
consisted of only a few scat- 
tered buildings, and the original 
store of the concern was a small 
frame structure. It was started 
with a very small capital invest- 
ment. As the town grew the 
business expanded, and in 1914 





W. J. BUHRMAN 


the first modern warehouse was 
constructed for the firm. Nine 
years later they built a second 
and larger modern warehouse, 
consisting of four floors. 





F. E. PHARR 


The combined warehouse 
space occupied by the organiza- 
tion at present is more than 
200,000 sq. ft. This organiza- 
tion serves the vast territory in- 
cluded in Texas, Oklahoma, 
Louisiana and Arkansas, supply- 
ing hardware and general mer- 





chandise. 


PICKETT CLUB BANQUET 
HELD AT WARREN, PA. 


The Fifth Annual Banquet of 
The Pickett Club was held at 
the Woman’s Club, Warren, 
Pa., on Jan. 20. The Pickett 
Club is composed of members 
of employees of the Pickett 
Hardware Co., hardware retail- 
ers and wholesale distributors 
of Warren, Pa. 

W. T. Kelly, president of the 
concern, was the toastmaster at 
this gathering of 90 members 
and guests of the club. The ad- 
dress of the evening was given 
by Andrew E. Hay of Pratt & 
Lambert, Inc., Buffalo, N. Y., 
who spoke on the important 
points of selling, and urged his 
listeners to sell not only the ar- 
ticle, but also to sell service and 
satisfaction along with it. 

In his speech Mr. Kelly point- 
ed out that the total sales of the 
company showed an increase of 
22% per cent, and that more 
than 65,000 customers were 
served in the past year. He said 
that W. T. Mischler held first 
place for the largest amount of 
sales, with Fred Lindquist sec- 
ond and C. W. Arird third. 
Donald Chestnutt served the 
largest number of customers, 
totaling 10,582; C. W. Arird 
second, 10,173; S. H. Loding 
third, 9270. 

Mr. Kelly introduced the new 
council for the Pickett Club as 
follows: J. S. Rhodaberger, 
purchasing; M. H. Smith, of- 
fice; J. A. Munson, store; 
Claire King, advertising; J. F. 
Moran, shop; Fred Lindquist, 
service; Ben Berkman, ware- 
house. 

Music for the dinner was pro- 
vided by a local orchestra. 
There were also several vocal 
selections during the evening 
and some group singing. J. B. 
Truxell of Walworth Co., Buf- 
falo, N. Y., tool manufacturers, 
entertained with his one-man 
band. 

At the close of the evening 
Robert W. Mackay led the 
members and guests in singing 
“Auld Lang Syne.” 





CENTURY PAINT & GLASS 
IS MURPHY DISTRIBUTOR 


The Century Glass & Paint 
Co., Cleveland, Ohio, has been 
appointed distributor for the 
Murphy Varnish Co., Newark, 
N. J., and the Marietta Paint 
& Color Co., Marietta, Ohio, 
for the northern Ohio territory. 








BUCKLEY HAS DOVER 
EASTERN TERRITORY 


George A. Buckley has been 
put in charge of all sales of The 
Dover Mfg. Co., Dover, Ohio, 
on the Atlantic Seaboard. His 
office is at 1133 Broadway, New 
York City, for the time being. 

Mr. Buckley has had long 
and varied experience in the 
electrical appliance field in 
wholesale distribution and re- 
tail and resale selling. He op- 
erated an organization of 5000 
people throughout the Middle 
West. It was his own sales 
unit and in this connection he 
handled the problems of jobber, 
dealer and consumer. 





STANLEY ELECTRIC TOOL 
ACQUIRES AJAX HAMMER 


The Stanley Electric Tool 
Co., subsidiary of the Stanley 
Works, New Britain, Conn, 
announces the purchase of trade 
name, stock on hand, tools, 
jigs, fixtures, etc., of the Ajax 
Electric Hammer Corporation 
of New York, and will con- 
tinue manufacture and develop- 
ment in their main plant in 
New Britain, Conn. In the 
future the name of this line 
will change to Stanley-Ajax. 

It is an unusually light- 
weight and well-balanced line 
of electric hammers. A pat- 
ented mechanism delivers 
powerful blows to the cutting 
tool without the transmission of 
shock to the motor, the hous- 
ing or the operator. 

Stanley-Ajax Hammers are 
equipped throughout with ball- 
bearings, and all mechanism is 
made from special alloy steels. 

Type No. 310 weighs only 
10 Ib. and has a capacity of 
1% in. in concrete. Its length 
overall is 16% in. It delivers 
2500 blows per minute. Uni- 
versal type motors can be fur- 
nished for 110, 150, 220 or 250 
volts, as specified. 

Type No. 320 is said to be 
the most powerful hammer of 
its weight. Its capacity is 2 in. 
in concrete. The No. 320 
weighs 22 Ib. and can be sup- 
plied for all voltages, similar 
to the No. 310. 

Some of the important uses 
for which Stanley-Ajax Elec- 
tric Hammers are particularly 
suited are: drilling in concrete, 
brick or stone for expansion 
shields; drilling through walls, 
floors and foundations; chip- 
ping for electrical fixtures, 
pipes and joists; chiselling wood 
or steel; and vibrating castings 
and forms. 

Full information on this line 
of tools will be furnished by 
The Stanley Electric Tool Com- 
pany, of New Britain, Conn. 
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RMA ELECTS DIRECTORS | made manager of the Cincinnati 


TO FILL VACANCIES 


Personnel 
prominent 


changes among 
executives of sev- 


eral radio manufacturers have | 


resulted in several changes on | 


the board of directors of the 
Radio Manufacturers’ Associa- 
tion, Inc. At the Cleveland 
meeting of the board resigna- 
tions were received from Vern 
W. Collamore, formerly of 
Philadelphia; George C. Fur- 
ness, of New York; A. J. Car- 
ter, of Chicago; Major H. H. 
Frost, of New York, and Jess 
B. Hawley, of St. Charles, Ill. 
Mr. Furness will continue ser- 
vice for the R. M. A. as chair- 
man of the Statistics Commit- 
tee. Major Frost also will con- 
tinue as chairman of the Mer- 
chandising Committee, and Mr. 
Hawley as chairman of the 
Show Committee. 

To fill the five vacancies 
caused by the above resigna- 
tions, the RMA _ board of 
directors elected unanimously 
to its directorate the follow- 
ing: A. T. Haugh, of Roches- 
ter, former president of the 
RMA; Fred D. Williams, 
of New York; E. N. Rauland, 
of Chicago; James M. Skinner, 
of Philadelphia, and Arthur C. 
Kleckner, of Racine, Wis. 





R. E. OMEROD NOW WITH 
SWANK HARDWARE CO. 


R. E. Ormerod is now mer- 
chandising manager for the 
Swank Hardware Co., Johns- 


town, Pa. He was formerly 
a member of the sales staff of 
the Horton Mfg. Co., Fort 


Wayne, Ind. 


BULLINGTON HEADS WES.- 
TINGHOUSE SALES 


L. C. Bullington, formerly 
manager of the Detroit office 
of the Westinghouse Electric & 
Manufacturing Company, re- 
cently was appointed general 
sales supervisor of that com- 
pany, with his office at the East 
Pittsburgh Works. 

In 1889 he joined the West- 
inghouse-Church-Kerr — organ- 
ization, with which he was as- 
sociated 14 years. During 1903, 
when the organizations entered 
into a merger, he was trans- 
ferred to the sales department 
of the Westinghouse Machine 
Company, Atlanta, Ga. 

Later Mr. Bullington was 
transferred to the Buffalo office 
in a similar capacity. In 1918 
he went to East Pittsburgh as 
assistant to the manager of the 
power department. That posi- 


tion he held until June, 1922, 
when he was promoted to assis- 
tant manager of the power sales 
department. 


In 1925 he was 





office, and in 1928 he went to 
the Detroit office as manager, 
where he served in that capac- 
ity until his recent appointment. 





SHANN TELLS BOOSTERS 
HOW TO BUY AND SELL 


John Shann, vice-president 
and treasurer, D. G. Baldwin 
& Co., New York, was the chief 
speaker at the monthly meeting 
of the Hardware Boosters. 
There were 34 members and 
guests present at the meeting, 
which was held at the Hard- 
ware Club, 253 Broadway, New 
York City. 

Mr. Shann told those present 
of his experiences as a buyer 
and as a salesman. He spoke 
of the effect of a salesman’s 
manners and knowledge upon a 
buyer. As a salesman, he said, 
he was greatly helped by under- 
standing the attitude of the 
buyer. He pointed out numer- 
ous little things done by sales- 
men that might make a buyer 
immediately hostile. He told 
of instances in his own career 
where he had turned down 
salesmen because of comments 
about a competitor’s line that 
were unfair. 

Other guests at the speaker’s 
table were: Irwin Douglas, of 
the staff of the N. R. H. A,, 
Indianapolis, Ind.; G. Duncan 
MacLeod, Kriss Kross Corp., 
St. Louis, Mo., and R. J. Atkin- 
son. 

The meeting was presided 
over by Chief Booster Charles 
J. Heale, Harpware AcE, New 
York. Under reports, past 
Chief Booster Fred Hinchman, 
John Russell Cutlery Co., told 
of the part Boosters played at 





the Rochester Convention and 
the P. A. S. H. A. Convention, 
held at Atlartic City, N. J. 
Secretary II. R. Conner, Pike 
Mfg. Co., read reports of the 
previous meeting. New mem- 
bers elected at the meetine 
were Mr. Shann and Charles 
G. Crabb, Master Lock Co. 
Past Chief Charles Pincus, 
Stanley Works, reported on the 
Booster’s Night Out, to be held 
on Feb. 27 at Schliefer’s Grille, 
138 West Thirty-eighth Street, 
New York City. Tickets may 
be obtained for this affair from 
Mr. Pincus, 973 East Twenty- 
eighth Street, Brooklyn, N. Y. 





F. H. SPINK, PRESIDENT 
K. C. HARDWARE CLUB 


Frank H. Spink, 5344 Brook- 
lyn Ave., Kansas City, Mo., was 
elected president of the Kansas 
City Hardware Club at its an- 
nual meeting, held in the audi- 
torium of the Merchants Asso- 
ciation on Thursday evening, 
Feb. 13. 

Mr. Spink is secretary and 
treasurer and purchasing agent 
for the Bunting Hardware Co. 
He is 36 years of age. 

The other officers elected 
were: Irwin Wymore, 4236 
Wabash Ave., vice-president ; 
John C. Long, 3433 Park Ave., 
secretary; A. F. Ellfeldt, 6144 
Wyandotte St., treasurer. 

Mr. Spink succeeded Mr. 
John H. Anderson as president. 
About 75 stores are represented 
in the hardware club. This 
club was organized to create a 
better and more friendly feeling 
in the hardware industry and a 
closer cooperation among the 
retailers, wholesalers and manu- 
facturers of hardware. 





Wood Turners Bureau 


The annual meeting of the 
Wood Turners Service Bureau 
was held recently at the Kim- 
ball Building, Boston, Mass. 
There was an_ exceptionally 
large attendance of members 
and visitors, including repre- 
sentatives from the largest 
wood-turning manufacturers in 
the country. 

Business was disposed of in 
the morning, when a report of 
the Bureau’s activities for the 
past seven months, since organ- 
ization, was made. The fol- 
lowing officers were elected: 
president, H. S. Wing, Wing 
Spool & Bobbin. Co., Kingfield, 
Me.; vice-president and treas- 
urer, I. C. Bradley, C. E. Brad- 
ley Corp., Brattleboro, Vt.; and 
secretary, D. H. Tebbets, E. L. 
Tebbets Spool Co., Lockes 
Mills; Me. Members of the 





Annual Meeting Held 


executive board are: Arthur N. 
Stowell, N. S. Stowell Co., 
Inc., Dixfield, Me.; Ned G. 
Begle, E. B. Estes & Sons, Inc., 
New York City, and D. A. 
Belden, Baker, McMillen Co., 
Akron, Ohio. Work for 1930 
was outlined for the improve- 
ment of the wood-working in- 
dustry. 

At the afternoon — session 
Frank J. D. Barnjum, Boston, 
Mass., and Montreal, Canada, 
spoke. His topic dealt with 
forest conservation and refor- 
estation in the United States 
and Canada. In the evening a 
banquet was held at the Parker 
House, at which Axel H. Ox- 
holm of the National Commit- 
tee of Wood Utilization, De- 
partment of Commerce, Wash- 
ington, D. C., spoke on the sub- 
ject of Wood Utilization. 





OIL BURNER MEN PLAN 
INDUSTRIAL EXPOSITION 


The American Oil Burner 


| Association is planning an ex- 


position in connection with its 
seventh annual convention, to 
be held at the Hotel Stevens, 
Chicago, Ill., April 7-12. This 
exposition is for consumers as 
well as for those connected with 
the trade. Exhibitors are great- 
ly impressed by this decision, 
and it has been found necessary 
to open eleven new booths in 
the great exhibit hall of the 
hotel, to take care of the de- 
mand for space. 

Among the speakers on the 
convention program will be 
E. V. Walsh, of the Timken 
Oil Burner Company, whose 
subject will be “Manufacturer 
and Dealer Obligations”; O. P. 
Harris, Petroleum Heat & 
Power Company, “The Sale of 
Oil Burners”; E. S. Brinsley, 
Credit Investment Trust of 
New York, “Time Payment 
Sales” ; Carl E. Widney, Kling- 
Gibson Company of Chicago, 
“Selling Appeals’; S. E. An- 
dros, Quaker Manufacturing 
Company, Chicago, “Meeting 
the Dealer’s Needs”; H. W. 
Sweatt, Minneapolis - Honney- 
well Regulator Company, “Re- 
duced Temperatures at Night”; 
Chester Carr, E. W. Carr & 
Co., Inc., New Orleans, “Oil 
vs. Natural Gas,” and William 
Webster, May Oil Burner Cor- 
poration, Baltimore, “The Im- 
portance of Installation Engi- 
neering.” 


E. D. CAMPBELL PASSES 
AT PORT HURON, MICH. 


Edward D. Campbell, vice- 
president, Beard, Campbell & 
Co., Port Huron, Mich., died 
suddenly Feb. 4 when at his 
home for lunch. He was 71 
years old and had been a mem- 
ber of his firm for 39 years; 
prior to that he was associated 
with Frank E. Beard, president 
of the Beard, Campbell & Co. 
Mr. Campbell was born in 
Goderich, Ont., Canada, but had 
lived in Port Huron for 53 
years. 

He was an active member of 
the Rotary Club, Free Masons, 
Woodmen of the World, Com- 
mandery, Elks andeThe Macca- 
bees. Mr. Campbell’s wife and 
son died in recent years, so he 
leaves no immediate family. His 
many personal and _ business 
friends will mourn his unex- 
pected passing. 
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New Washable Waste Basket 


Cordley & Hayes, 7 Leonard St., New 
York City, are offering to the trade a new 
line of fiber waste baskets. 

These baskets are washable and very 
light in weight. They are molded in one 





piece and are produced in more than a 


dozen two tone pastel shades. It is said 
by the manufacturer that this basket will 
not mar or scratch furniture, walls or rugs. 

The dimension of this basket are 934 in. 
in diameter and 10% in. in height. 


Electric Fuse Plugs 


The Eagle Electric Mfg. Co., Inc., 59 
Hall st., Brooklyn, N. Y., is producing a 





new line of fuse plugs. All fuses are tested 
mechanically at two stages of operation. 
They are produced in all sizes from 6 
to 30 amperes. 


Moore Roller Catch No. 50 


Moore roller catch No. 50 was designed 
to meet the demand of builders for an 
inexpensive fastener to be used in com- 
bination with any type of knob or pull. 
It is manufactured by Moore Mfg. Co., 
1128 San Fernando Road, Los Angeles, Cal. 





The body or housing, together with the 
wheel of the catch is made of spring brass. 
In operating, the roller passes over the 
strike beyond the center of the circle of 
the wheel. A wheel rolling over a smooth 








strike eliminates the grating, sticking and 


rattling found in many cupboard catches, 
says the manufacturer. 

These roller catches are packed in indi- 
vidual envelopes which are shipped 3 doz. 
to the box. 


Improved Gasoline Stoves 


The National Enameling & Stamping 
Co., Inc., Milwaukee, Wis., offers a com- 
plete line of Nesco Saftematic gasoline 
stoves and ranges. 











The patented Safetematic control auto- 
matically shuts off the gasoline if the flame 
is accidentally put out. It automatically 
prevents flooded burners, so that accidents 
are practically impossible, says the manu- 
facturer. This control is said to work 
even though the burner is blown out or 
turned on but not lit. 


Cooper Bake-O-Meter 


To enable modern housewives to deter- 
mine the heat of ovens, the Bake-O-Meter 
is being offered to the hardware trade by 
the Cooper Oven Thermometer Co., 225 W. 
34th St., New York. 
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This new thermometer is portable and 
can be placed in any oven without any 
adjustment whatever. .The base of this 
accessory is asbestos insulated. A vitre- 
ous and washable enamel dial indicates the 
temperature changes from 100 to 200 deg. 
Fahr. On the dial there is a temperature 
chart showing the requirements for various 
types of baking. 


Artificial Leather Cloth 


A new material known as Col-O-Tex, an 
artificial leather, is being offered to the 
trade by the Columbus Coated Fabrics 
Corp., formerly the Columbus-Union Oil 











| Cloth Co., Columbus, Ohio. This cloth 
is suitable for auto tops, tire covers, uphol- 
stering of all kinds, luggage, pocketbooks, 
table coverings and novelties of all kinds. 

The company is offering a “counter boy” 
oil cloth display rack. It displays ten regu- 
lar rolls of oil cloth, or may be used for 





a combination display of shelf oil cloth and 
This rack displays at eye 
The 
“counter boy” accurately measures and cuts 
It is built of birch and is fin- 


table covers. 
level all the materials resting on it. 


the cloth. 


ished in mahogany lacquer. There is a 
special wrapping shelf included with the 


display. 


Electric Laundry Stove 
An electric laundry stove is being pro- 
duced by The Standard Electric Stove Co., 
Toledo, Ohio. It is adapted for the laun- 
dry or for use as a table stove for cooking. 





three-heat 


with 


It is equipped two, 
switches and the wattage with open plates 
is 3000. The wattage with inclosed plates 
is 2400. This stove is 26 in. in height, 
and occupies a floor space measuring 23 
in. by 12 in. and is handy and portable. 


The stove is finished in all black japan 





with nickel bowl rims and switches. 
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NEW 


CATALOGS oxo DEALERS HELPS 


The winter issue 
of The Saw Kerf 
has been published 
by E. C. Atkins & Co., Indianapolis, 
Ind. It is a twenty-page booklet 
printed in two colors. M. W. Dallas 
has succeeded the late Thomas A. 
Carroll as editor of this bright little 
paper. 

In addition to some very interest- 
ing and valuable information about 
saws and saw tools, there is a wealth 
of homely philosophy and keen wit 
in this paper. Among the important 
technical items is “A New Idea for 
Oiling the Edger Arbor,” which de- 
scribes in detail the oil system in- 
vented by Erlandson and Young, two 
employees of the Ewauna Box Co., 
Klamath Falls, Ore. 


Winter Issue of 
Saw Kerf 


Standard Electric A new catalog, 
Stove Catalog No. 16 C, has 
been issued by the 
Standard Electric Stove Co., Toledo, 
Ohio. It includes a price list which 
has a few changes in the former 
prices indicated. The three Royal 
Standard ranges, No. 1112, 1134 and 
1156 are shown in the catalog. 


Commercial Westinghouse Com- 
Lighting mercial Lighting is the 
Catalog title of Catalog 219-B 


recently issued by the 
Westinghouse Electric & Manufac- 
turing Co., South Bend, Ind. Light- 
ing equipment suitable for commer- 
cial interiors of any type is described 
and illustrated in this twenty-eight 
page booklet. The procedure for de- 
signing a lighting system is included. 
Sizes and prices of all different types 
of lighting fixtures are given, with 
information for ordering. ~Copies of 
the catalog can be procured from the 
advertising department in East Pitts- 
burgh, Pa., or from any Westing- 
house district office. 


Pyrex Ovenware Corning Glass 


Catalog Works, Corning, 
N. Y., has issued 
two consumer folders describing 


Pyrex ovenware. The new Menu 


Bulletin, B 27, contains thirty menus, 
each designed to cook all at the same 


AVAILABLE FROM 
MANUFACTURERS 


time and requiring from 20 to 45 
minutes for preparation. This bulle- 
tin is mailed to consumers in a special 
envelope. 

Folder E-41 contains the complete 
line of ovenware, with prices and 
complete descriptions. It is of en- 
velope inclosure size and is being 
used extensively by dealers as an in- 
closure with monthly bills. 


The Clemson Star, 
house organ for 


Clemson Star 
New House a 


Organ wholesale hardware 

salesmen throughout 
the country, has been introduced 
by Clemson Bros., Inc., Middle- 


town, N. Y., manufacturers of 
Star Hack Saw Blades. It is a news- 
paper in miniature size, composed of 
four pages set in four columns of a 
size similar to that of a daily news- 
Plans call for the publishing 


paper. 
of an issue each month. In it may 
be found editorial comment upon 


market conditions and columns for 
salesmen to exchange ideas and sug- 
gestions. As a policy of operation 
the slogan is—‘“The greatest good for 
the greatest number in the hardware 
industry.” 

William E. Cross, treasurer-direct- 
ing sales, is the editor of this interest- 
ing little paper. 

For the first time in 47 years the 
Clemson plant was shut down twenty- 
four hours for boiler repairs. That 
this industry has been in such healthy 
and prosperous condition at all times 
was the subject of editorial comment 
in the Middletown (N. Y.) Times- 
Herald of Dec. 24, 1929. Expression 
was made of the part the Clemson 
people had played in the general ad- 
vance in the wealth and prosperity 
of the community. 


Black & Decker The Black & 
Mfg.Co.Catalog Decker Mfg. Co., 
Towson, Md., has 
issued its new catalog for 1930. Elec- 
tric tools of various sizes, types and 
styles are completely described and 
illustrated in the new booklet. 


Libby-Owens Libby-Owens Lami- 
Booklet . nated Glass is described 
in a new booklet re- 
cently issued by Libby-Owens Glass 
Co., Toledo, Ohio. [Illustrations and 
diagrams show how Libby-Owens 
Laminated Non-Scattering Safety 
Glass is made to prevent shattering. 
It is now produced in sufficiently large 
quantities to supply the automobile in- 
dustry and to meet public demand. 


Whirldry Sales An attractive 
Plan booklet has been 

- prepared for Whirl- 
dry Corp., New Haven, Conn. It 
contains suggested methods of selling 
the portable Whirldry washer. Direct 
mail campaigns, telephone canvass 
campaigns, newspaper campaigns and 
window and floor displays are sug- 
gested and explained that have been 
used successfully in selling this wash- 
er in various sections of the country. 
The booklet explains the various deal- 
er helps that the Whirldry Corp. will 
offer its dealers. 


Sheffield 1930 Sheffield Bronze 


Catalog Powder & Stencil Co., 
Cleveland, Ohio, has 
recently issued its 1930 catalogs. 


These are larger in page size and 
more comprehensive in products listed 
than previous ones published by the 
concern. The completeness of the 
separate lines shown, makes these 
catalogs necessary handbooks to every 
dealer and jobber desirous of capital- 
izing on the growing demand for such 
home items, says the manufacturer. 
Items listed in these catalogs include 
bronze powders, complete _ stencils, 
brush cleaners, patching wood, and 
ensemble sets of gold, bronze and 
aluminum paint. 


Modern plumb- 
ing fixtures for 
the home are 
shown in the catalog recently issued 
by Humphryes Mfg. Co., Mansfield, 
Ohio. It is known as catalog E and 
is fully illustrated, much of it in 
actual colors. 


Humphryes 
Fixture Catalog 
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“The Testimony 


Testimony of 


Science and of Science and Ser- 
Service vice” is the title of 


a booklet recently 
issued by American Sheet & Tin 
Plate Co., Pittsburgh, Pa. This 
booklet contains information _ re- 
leased by the American Society 
for Testing Materials as a result of 
weather tests conducted by that so- 
ciety at Fort Sheridan, IIl., Pitts- 
burgh, Pa., and Annapolis, Md. It 
is a record including graphs and il- 
lustrations of the tests made on va- 
rious types of pure iron samples, plain 
steel samples and copper bearing steel 
samples. 


Independent Independent Lock 
Lock Co. Co. Catalog No. 9 has 
Catalog been issued by the In- 


dependent Lock Co., 
70 Winter St., Fitchburg, Mass. This 
new catalog contains the latest in- 
formation on key blanks and is in 
reality a handbook of key and lock 
data, says the manufacturer. The 
various styles of key blanks made by 
this company are illustrated in this 
booklet together with other items 
which are new. 


Goodrich A group of ten at- 
Dealer Helps tractive advertise- 

ments has_ been pre- 
pared for the use of hardware 
dealers by The B. F. Goodrich 
Rubber Co., Akron, Ohio. Although 
Goodrich garden hose lines are 
featured, spaces and illustrations for 
such items as rollers, lawn mowers 
and hedge shears are provided. At 
the bottom of the advertisement the 
dealer’s name and address are dis- 
played. All of these advertisements 
are available as handbills, and six of 
them may be obtained in newspaper 
mats. The advertisements may be 
had upon request. 


An attractive 
catalog has been 
issued by The H. 
& D. Folsom Arms Co., 314 Broad- 
way, New York City. While de- 
voted chiefly to fishing tackle it also 
includes such accessories as water- 
proof garments, fishing hats and spe- 
cial fishing brogues. It is known as 
catalog No. 33 and is well illustrated. 


Folsom Fishing 
Tackle Catalog 


Wyeth Hard- Wyeth Hardware & 
ware Catalog Mfg. Co., St. Joseph, 

Mo., has recently issued 
a new hardware edition of its cata- 
log. The catalog is fully illustrated 
and contains in addition complete 


price information regarding the items 
described and illustrated. It contains 
more than 1500 pages. 


The Spinning A house organ is 
Wheel published by  Leyse 

Aluminum Co. Ke- 
waunee, Wis., in the interests of the 
independent retailer. It is called The 
Spinning Wheel and is issued month- 
ly. This paper contains information 
regarding the problems encountered 
by the independent hardware retailer. 


Landers, Frary 
& Clark, New 
Britain, Conn., 
sponsors a pro- 
gram broadcast every Thursday morning 
by the Universal Kool Kitchen Kookery 
Club. It is broadcast by station WTIC, 
Hartford, Conn., at 11.00 a. m. 

These programs are broadcast to ad- 
vertise the advantages of using the mod- 
ern Universal electric range. In con- 
nection with these programs printed 
material is furnished free of charge to 
dealers. Mats will be furnished for use 
in local newspapers to announce the radio 
program. Window and counter cards 
are also available. The company pub- 
lishes circulars for counter or mailing, 
describing the activities of the club. 


Universal Programs 


Over Station WTIC 


Schauer Machine Co. Ideal Elec- 


Electric Tool Catalog tric Tools are 
kneel © described in 


the new catalog No. 30 recently issued by 
The Schauer Machine Co., Cincinnati, 
Ohio. Illustrations of many of the tools 
are shown. All tools mentioned in the 
catalog are fully described and the dimen- 
sions are given. 


Richards-Wilcox The Golden Anni- 
ee 9 versary number of 
Deorways “Doorways,’ the 
house organ of the Richards-Wilcox Co., 
Aurora, IIl., was issued recently. 

It describes the growth and expansion 
of the concern and has two pages de- 
voted to business opportunities and help 
and positions wanted notices. There are 
several new calendars offered to dealers 
by the company in this number. Thegcal- 
endars are printed with the dealer’s name 
inserted. Complete information regard- 
ing prices is included. 


Hall Mfg. Co. Hall Mfg. Co. 
Cedar Rapids, Iowa, 


Buyer’s Gui 
uyer’s Guide has recently issued a 


new catalog which is available to hard- 
ware dealers throughout the country. 

The catalog mentions some new prod- 
ucts recently offered by the organization. 
Among the products featured in this edi- 
tion are the Red Top Hog Feeder and 
dairy barn equipment manufactured by 
this concern. 


Daisy Air Rifle Display 
The new Daisy gun rack display is 
being distributed to dealers by the Daisy 
Mfg. Co., Inc., Plymouth, Mich. It is 
known as the Daisy Happy Boy. 
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This rack is lithographed on heavy 
cardboard in ten colors. Four rifles may 
be shown on the rack at one time. The 
boy is nearly life size. 


Atkins Circular Saw Display 


E. C. Atkins & Co., Indianapolis, Ind., 
have a new cabinet to display and hold a 
stock of small circular saws. 

More and more sawing is done every 
day by power, as new building contracts 
are let, and also because of the desire on 





the part of home workshop owners for 
better equipment. This display cabinet has 
been designed to attract the attention of 
these users to the small circular saws of 
standard sizes best suited to their needs. 

The cabinet is lithographed in blue, 
orange-red, white and silver. It shows 
the four most popular types of cutting 
teeth of the various small circular saws. 
The rear of the cabinet is divided into 
shelves for stocking an adequate supply 
of Atkins silver steel circular saws re- 
quired by the hardware trade. 
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Proposed Retail Credit Survey Will Include 


Hardware Stores— 


(Washington Bureau of HARDWARE AGE) 


Hardware stores, along with other 
types of retail lines, are in a plan for 
the gathering of current credit data in 
22 large cities throughout the country 
which has been presented to the De- 
partment of Commerce by a delega- 
tion from the National Retail Credit 
Association, headed by James R. 
Hewitt, past president of the organi- 
zation. The proposal was made in 
connection with a request that the 
Department place on a_ permanent 
basis the retail credit survey which 
recently was completed and was 
undertaken by the Department in co- 
operation with the National Retail 
Credit Association. The wide demand 
for the results of the survey and the 
practical value of this information 
to retailers in general prompted the 
suggestion that the study be placed on 
a permanent basis. It is expected that 
the request will be granted. The re- 
tail lines included in the proposed 
plan include hardware stores, depart- 
ment stores, furniture stores, men’s 
clothing stores, shoe stores and 
women’s specialty shops. 

The credit specialists pointed out at 
the recent conference of executives 
and district managers of the Bureau 
of Foreign and Domestic Commerce 
that the lack of current credit infor- 
mation for the country as a whole is 
one of the most serious deficiencies 
in the statistical set-up for distribu- 
tion. Recurring statistics from which 
business trends may be determined are 
badly needed, it was declared, and the 
gathering of reports from a large 
number of retail stores on their sales 
each month, the percentage done on 
a credit basis, the extent of install- 
ment sales, credit losses, the prompt- 
ness with which accounts are being 
paid, and related facts were men- 
tioned as being of extreme value to 
business. 

Mr. Hewitt said that a regular com- 
pilation of the credit experiences of 
a large number of establishments will 
be a guide for the individual business 
man in carrying on his specific enter- 
prise. He said that such a study 


‘would also give the desired current 


information on the condition of busi- 
ness and retail sales in general. 


By L. W. MOFFETT 


Reports received through the na- 
tion-wide inquiry in all lines of re- 
tail are being compiled for publica- 
tion. This survey, which was begun 
in the fall of 1928, analyzes the net 
sales of approximately 20,000 estab- 
lishments with total sales probably 
aggregating more than $5,000,000,000. 
Among other things, the data show 
the kinds and extent of retail credit, 
credit losses, use of credit bureaus, 
use of finance companies, extent of 
returned merchandise, extent of in- 
stallment credit and collection per- 
centages. More than 1000 local credit 
bueaus cooperated with the Depart- 
ment in the work. 

A significant fact disclosed by the 
survey is the high percentage of re- 
turned merchandise in the various 
lines of retail trade. By obtaining the 
facts on a monthly basis, as proposed 
in the permanent establishment of the 
survey of current credit conditions, it 
is hoped to more effectively solve this 
problem. 


Ten Hardware Lines Embraced 
In Census of Manufactures— 


The 1930 census schedule covering 
hardware manufacturers has just been 
prepared and carries 10 lines of out- 
put on which producers are to report. 
The reports are to show the net sell- 
ing values at the plant of all products 
shipped or delivered in 1929, includ- 
ing those transferred to other plants 
or selling branches under the same 
ownership. The 10 lines are: Builders’ 
hardware, other than locks; casket 
hardware; furniture and cabinet hard- 
ware; locks, including cabinet, pad- 
locks, trunk, suit case and luggage 
and “other’; piano and organ hard- 
ware; saddlery hardware; trunk and 
suit case hardware; vehicle hardware, 
including motor and “other” vehicle 
hardware; all other hardware and all 
other products. The report on distri- 
bution of sales is to show the f.o.b. 
factory prices of goods shipped or de- 
livered to customers or to warehouses 
on customers’ accounts. ‘hese sales 
include those invoiced to wholesale, 
retail and branch establishments, to 
be divided between those not owned or 


affiliated and those owned or aftiliated 
by the reporting concerns, and also 
sales direct to industrial and other 
large consumers who buy at whole- 
sale; sales direct to home consumers, 
through field agents or otherwise and 
the volume of sales made through 
manufacturers’ agents, selling agents, 
brokers and commission houses. 


Representative Allen Condemns 
Chain Stores In Congress 


Representative John C. Allen, Re- 
publican of Illinois, does not like 
chain stores, judging from his com- 
ment on them recently when, as a 
member of the House Committee on 
Appropriations, he was asking Dr. 
Francis Walker, chief economist, 
Federal Trade Commission, about the 
Commission’s chain store inquiry. Mr. 
Allen pointed out that perhaps 80 per 
cent of the investment in chain stores 
is in quick-turning commodities or 
merchandise, not items that make up 
a general store. 

“Then, on the other side,” said Mr. 
Allen, “there is the independent store, 
the owner of which has grown up in 
the community and helped build the 
schools and pave the streets, and who 
transacts business with the local bank. 
His idea of a store is to have the mer- 
chandise that the public want to buy, 
and he necessarily carries, in addition 
to the quick-turnover stuff, slow turn- 
over merchandise as a part of his in- 
vestment. There is no other way out 
of it. If he had the same items these 
fellows had he would ‘not have a com- 
plete store. 

“These people come in like flies and 
eat up the business and take money 
out of the community, and the general 
public, I think, is not benefited one 
nickel by a chain store, and that is 
where they have the advantage. 

“*k * * As to the question of buy- 
ing power, I do not think it so much 
the buying power of the chain store 
as it is the clamor and propaganda 
that goes on. If you take that away 
from the chain store you take away 
that which makes it a profitable busi- 
ness.” 
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Week's Price Average Was 
93.4 Per Cent, says Fisher 


Prof. Irving Fisher of Yale University 
announced on Feb. 9, that wholesale com- 
modity prices for the week ended Feb. 
8, and based on Dun’s quotations, aver- 
aged 93.4 per cent. 

The January average was 93.3 per 
cent. The purchasing power of the dol- 
lar was 107.1c on a 1926 basis of 100c. 
The January average was 107.2c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
85.8. The January average was 86.8. 

The Italian index on the revised. 1926 
basis for the week ended January 25 was 


68.9. 


Bank Clearings Show Loss 
For Week Ended Feb. 6 


Bank clearings in the United States 
for the week ended Feb. 6, as reported to 
Bradstreet’s Journal, aggregated $11,620,- 
288,000, as against $10,104,685,000 last 
week and $14,939,896,000 in this week 
last year. There is here shown an in- 
crease of 15 per cent over last week, but 
a loss of 22.2 per cent from the like week 
of 1928. Canadian clearings aggregated 
$349,086,000, . against $266,311,000 last 
week and $429,827,000 in this week last 
year, 


Revenue Freight Loadings 
Increased Week Ended Feb. | 


Loading of revenue freight for the 
week ended Feb. 1 totaled 898,894 cars, 
according to the Car Service Division of 
the American Railway Association. 

This was an increase of 35,273 cars 
above the preceding week this year but a 
reduction of 48,260 cars under the same 
week in 1929 and a reduction of 27,368 
cars under the same week in 1928. 

Miscellaneous freight loading for the 
week of Feb. 1 totaled 306,045 cars, 26- 
543 cars below the same week in 1929 


GENE 
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Hardware Demand Is 


Seasonably Normal 
Activity in Future Orders 


Is Feature 
NEW YORK, Feb. 18.—Trade is 


seasonably normal throughout the 
country so far as the demand for 
hardware is concerned. February is 
usually the quietest month of the 
year for hardware dealers and job- 
bers and the current month is no 
exception in this respect. 

General business conditions are 
showing some improvement and an 
active demand is expected with the 
advent of Spring weather. By the 
first of April wholesalers anticipate 
a brisk demand as dealers stocks 
are said to be comparatively low at 
this time and replacement orders are 
expected to aggregate a healthy vol- 
ume under favorable weather condi- 
tions. 

The future business now booked 
for later delivery is larger in some 
market centers than it has been for 
several years, indicating that dealers 
are optimistic over the prospects in 
the offing. 

For the most part, recent price 
revisions have been minor in char- 
acter and were mainly in the nature 
of slight readjustments. No drastic 
price changes appear likely in the 
near future. 

Collections, as a rule, are reported 
as satisfactory. 


and 12,618 cars below the corresponding 
week in 1928. 

Loading of merchandise less than car- 
load lot freight amounted to 238,106 cars, 
a reduction of 7,660 cars under the same 
week last year and 10,988 cars under the 
same week two years ago. 






Week’s Business Failures 
Fewer Than Year Ago 


Business failures for the week ended 
Feb. 6 number 471, as compared with 478 
last week, 450 in the like week of 1929, 
479 in 1928, 517 in 1927 and 408 in 1926, 
according to Bradstreet’s. Although the 
country’s total decreased, the Middle At- 
lantic, Far Eastern and Northwestern 
States showed increase over last week. 
The largest was presented by the Middle 
Atlantic section whose total rose from 
162 last week to 177. 

After last week’s reduction, failures in 
the United States increased this week, 
numbering 619, Dun’s review states. 

“That total is 74 above last week’s 545 
defaults, but is 25 less than the 644 in- 
solvencies two weeks ago. In this week 
of 1929, the records showed 550 failures. 
Except for the South, where there was a 
small decline, more defaults occurred this 
week than last week in each geographical 
section, although the only pronounced rise 
was in the East. In all cases, the number 
was above the figures for this week a 
year ago. With the larger aggregate of 
all insolvencies, those with liabilities of 
more than $5,000 in each instance in- 
creased to 397 this week, from 334 last 
week; a year ago, such failures num- 
bered 325. 





Wholesale Commodity Prices 
Drop Slightly During Week 


Commodity prices declined three-tenths 
of 1 per cent during the week ended Feb. 
8, according to the wholesale price index 
of the National Ilertilizer Association. 
Eight groups declined, while only one ad- 
vanced. Thirty-seven items declined and 
only nineteen advanced. The more im- 
portant declines occurred in textiles and 
textile materials, petroleum, fertilizer 
materials, fats, grains, feeds and live 
stock, softwood lumber and miscellaneous 
commodities. The only group that ad- 
vanced was that of foods other than fats. 

Based on the 1926-28 as 100 and on 474 
quotations, the index for the week ended 
Feb. 8 stood at 93.3 and for that ended 
Feb. 1, 93.6 
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justments. 


CHICAGO: 


(Chicago office of HARDWARE AGE) 


CHICAGO, Feb. 18.—Except on spring futures and the normal fill- 


in business, the hardware trade is still under the influence of the 
January-February lull that comes every year. 


Tire chains, however, are still moving in good volume, though 


wholesale stocks of chains show a more comfortable reserve than 
has been true for many weeks; until lately these stocks have been 
pretty well depleted. Orders for poultry netting are mounting every 
day and the rope movement reflects the approach of spring. Nails 
and wire reveal increasing interest. Agricultural handles in their 
activity also serve as a harbinger of warmer weather and general 
spring buying. Carpet sweepers are moving at a good rate. Trade 
is rather light on electric appliances. Slight reductions have gone 
into effect on the Universal line of percolators. 


Roller skate business is developing rapidly and the outlook is 


bright for an excellent season ahead. Paint for household purposes 
is beginning to move rapidly out of the retail stores and the move- 
ment to some extent is being felt in the wholesale houses. Interest 
is increasing in flint paper, which has undergone recent price ad- 
Not much demand is yet evident for glass and putty; 
prices on putty remain firm under the influence of the high market 
for linseed oil. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CHICAGO. 
AUTOMOBILE ACCESSORIES. 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue- 
Box line, 53c. each; A. C., 53c. each; 
— = of Se 50c. A. C. Special Ford, 

c. 

ey Thames, — Appleton, No. 3280, 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 8%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50. Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6. 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each, 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal., in less than full case 
lots; in full case lots, $3.60 per gal. 


BOLTS AND NUTS. 


Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts cut thread, 60 per cent dis- 
count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, to thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 
count; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. All 


. discounts are from ‘“‘full case’’ lists. 


BUILDERS’ HARDWARE. 


Steel butts, 3% x 3%, old copper 
or dull brass finish, $1.84 per doz. 
air in case lots; less than case lots, 
1.95 per doz. pair; steel butts, 4 x 4, 
old copper or dull brass finish, $2.44 
per doz. pair in case lots; less than 
case lots, $2.68 per doz. pair. Heavy 





steel, bevel, inside sets, $5.00 per doz. 
sets in case lots. Steel, bit-keyed 
front door sets, $1.25 per set; wrought 
brass, bit-keyed front door sets, $2.35 
per set. Cylinder front door sets, 
$5.00 per set. 


CARPET SWEEPERS. 


Bissel’s Standard, $36.00 doz.; Uni- 
versal Japanned, $42.00 doz.; Univer- 
sal, nickeled, $46.00 doz.; Grand 
Rapids, Japanned and colors, $44.00 
doz.; Grand Rapids, nickeled, $48.00 
doz.; American Queen, $54.00; Parlor 
Queen, $56.00. 


CHAIN. 


%-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent off list. 


COPPER RIVETS AND BURRS. 


Copper rivets and burrs, 30-10 per 
cent off list. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT. 


Electrical Merchandise.— No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in. brush 
brass key sockets, 13c. each; lots of 
25, 12%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 
5c. each; dry cells, boxes of 55, 32%c. 
each; less than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D779 E, $1.40 — in case lots of 5, 
$1.30; No. 770, each; ackages of 
5, ay '80; No. via, 2. 06 each; packages 
of 5 » $1.92; 486, $3.20 each; pack- 
ages, of 5, Ne'ors No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2. 06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 





Seasonal Lull Has Retarded Demand 
Few Price Changes Are Reported 


199, $1.20; WX-227, $1.50; UG-171A, 
1.35; UX-250, $6.60 each; UX-245, 
2:10 each; UX- or $2.40 each. 


FILES. 


Nicholson files, 50 per cent off list; 
American, 60-10 per cent off; Black 
Diamond, 50 per cent off; Simonds, 
50 per cent off. 


‘ FLINT PAPER.- 


9 x 11 sheets, in bundles, No. 0, 
$4.30 per ream; same, o. 1, $5.15 
per ream; 8% x 10% sheets, in bun- 
dles, No. 0, $3.40 per ream; No. 1, 
$4.05 per ream; 9 x 11 sheets, in 
boxes, No. 0, 100 sheets per box, 
gl No. 1, 75 sheets per box, 80c.; 
8% x 10% sheets, No. 0, 100 sheets 
er bene 70c. ; No. 1, 75 sheets per 
ox, 63c. 


GARDEN HOSE. 


Molded 7 hose, single braids, 
56-1 Tic. - i. a, . 8c. per 
eR "double “praid, 5% - n., 8c. per ft.; 
%- -in., 9c. per ft.; red hose, %-in., 
9c. per ft.; %-in., 10c. per ft. 


GLASS AND PUTTY. 


Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 Ib.; 
commercial, $3.15 per 100 Ib. 


GRASS SHEARS. 


“Doo-Klip”’ grass shears, $10.80 per 
doz.; ‘‘Doo-Klip’’ grass shears, long- 
handled, $18 per doz. 

Goodwin grass shears, Senior pat- 
tern, $13.80 per doz.; Junior pattern, 
$10 per doz. 


HANDLES, AGRICULTURAL. 


Hay and manure fork handles, 
strapped and capped, X grade, 4-ft., 
$5 per doz.; 4%4-ft., ry per doz.; 
XX grade, 4-ft., $6.50 per doz.; 

4i4- e.. $7 oe. doz.; i garden hoe han- 
dles, 414- ft., X grade, $2.75 per doz.; 
arden rake handles, 514-ft., X grade, 
$3 .60 per doz.; regular pattern shovel 
handles, 4%4-ft., X grade, $4.25 per 
doz.; regular D_ shovel and scoop 
handles, X grade, $4.90 per doz.; 
with IDL top, $4.50 per doz. 


INDOOR ATHLETIC SUPPLIES. 


Official indoor league baseballs, 14- 
in., $16.00 per doz.; 12-in., $14.00 per 
doz.; Kork Kore officials, 12-in., $12.00 
per doz. Playground balls, cowhide 
covers, 12-in., $6.75 per doz. Indoor 
bats, 33-in., ash, $6.00 per doz. cork- 
grip, $10.80 per doz. 


LAWN GOODS. 


L. R. Nelson line: Whirling Fairy 
sprinklers, $13.20 per doz.; Crown 
sprinklers, $6.80 per doz.; Crescent 
sprinklers, $6.25 r doz.; clinching 
hose couplings, $2 per doz.; hose 
menders, 75c. per doz. 

Sherman line: Corrugated coup- 
lings, $1.40 per doz.; Diamond noz- 
zles, $4.35 per doz.; brass clamps, 
36c. per gross, 


NAILS AND WIRE. 


L.c.l. quantities, common wire and 
cement coated nails, $2.85 base, car- 
ew on application, steel cut nails, 
$4 base. No. 9 black annealed wire, 
$3.45 per cwt.; No. 9 galvanized plain 
wire, $3.90 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
3 .75 per cwt.; polished fence staples, 
3.55 per cwt. 
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PAINTS AND OILS. 


Linseed Oil, Raw.—Barrel lots, 
$1.15 per gal.; 5 barrel lots, $1.12 
per gal. 

Linseed Oil, Boiled.—Barrel lots, 
$1.18 per gal. 5 barrel lots, $1.15 
per gal. 

Denatured Alcohol. — Barrel lots, 
638c. per gal.; steel drums, extra, 
$10, returnable. 

Turpentine.—Drum lots, 65c. per 
gal., net. 

White Lead.—100 lb. kegs, $14.25 
per cwt.; 50 lb. kegs, $14.50 per 


cwt.; 25 lb. kegs, $14.50 per cwt.; 
12% lb. kegs, $14.75 per cwt. 

Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
see” $2.17; second grade orange, 


English Venetian Red.—In barrels, 
5c. — lb.; in 100-lb. lots, 6%c. 
per 
ory Paste.—Barrel lots, 7c. per 





POULTRY NETTING. 


Poultry netting, galvanized before, 
63% per cent off list; galvanized 
after, 60 per cent off. 


ROPE. 


Orders show a fair degree of ac- 
tivity. Prices firm. 

Best pure manila rope, 21c. per 
lb., base; No. 2 manila, 19c. per lb., 
base; best pure sisal rope, lic. per 
lb., base. 


SAWS. 


Circular cord wood, 20-in., $1. 90 to 
$2.50; 22-in., $ 2 

eo to $3.50; 26-in., 
, $3.50 to $4.50; 30-in., $4.00 to 


a 5 ft., marrow, champion 
tooth, $1. 55 each; 5% ft. wide, cham- 
pion ‘tooth, $2. 10 each; 5% ft. wide, 
lance tooth, $4.35 each; 4 ft., one- 
man, champion tooth, $2. 45 each. 





SCREWS. 


Flat head bright screws, 45-10 
per cent discount; round head blued, 
40-10 per cent discount; flat head 
brass, 37%-10 per cent discount; 
round head brass, 32%4-10 per cent 
discount. 


SOLDER AND BABBITT METAL. 
Warranted 50-50 solder, $28 per 


ewt.; tinners’ 46-60 solder, $25 per 
cwt.; high speed babbitt metal, $20 
per cwt.; Standard No. 4 babbitt 


metal, $12 per cwt. 


STEEL SHEETS, FLAT OR CORRU- 


GATED. 


Galvanized sheets, 24-gage, $4.60 


per cwt.; 24-gage black sheets, $4.05 
per cwt. 
WIRE CLOTH. 
Black, 12-mesh, $1.60; galvanized, 


14-mesh, $2.00 galvanized, 16-mesh, 
$2.30. 





NEW YOR 


NEW YORK, Feb. 18.—Metropolitan wholesalers assert that sales 


are about normal for this season of the year. 


February is gener- 


ally conceded the slowest month of the year by both jobbers and 
dealers, and the current month is no exception to that rule. 

The bulk of orders being received for immediate shipment are 
largely of a fill-in character and continue to denote a hand-to-mouth 
buying policy on the part of dealers. Future orders are fairly active. 
Some jobbers report a volume of future business booked at the 
present time, which slightly exceeds the total established at corre- 


sponding periods in recent years. 


New building and engineering contracts let in the metropolitan 
area of New York during the week from Feb. 1 to Feb. 7 amounted 
to $10,078,100, according to F. W. Dodge Corporation. The above 


figure was $847,500 greater than the amount contracted for in the 


preceding week; compared with the corrresponding week’s total of 
$13,380,100, in 1929, there was a drop of 25 per cent. 

Minor revisions were made in prices of several items during the 
past week. Declines are effective on one type of Miller Falls saw 


frames, glass drawer knobs and pulls, certain numbers of Eveready 


flashlights and batteries, as well as on some urn sets, waffle irons 


and electric irons. 


Advances have been made on turning and buck 
saw blades, No. 14 hard drawn copper wire, Buck Bros. butt and 


firmer chisel sets, one type of Millers Falls planes, Eveready flash- 


lights and certain electric toasters. 


Collections are fairly satisfactory. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. NEW YORK. 


BOLTS AND NUTS. 


Carriage bolts and lag screws, all 
sizes, 60 per cent off list. 

Stove bolts, 75 and 10 per cent 
off list. 

Machine bolts, all sizes, 60 per cent 
off list. 

Step bolts, 50 per cent off list. 


BUTTS. 


Loose Pin, Plated Steel Butts, 3 
x 3, 18c. per pair in less than case 
lots. Full case lots, 16c. per pair. 
3% x 3%, 16c. per pair in less than 
case lots. Full case lots, 14%c. per 
pair. 4 x 4, 23%c. per pair in less 
than case lots. Full case lots, 22c. 
per pair. 4% x 4%, 52c. per pair. 
5 x 5, 94c. per pair. 





CEL-O-GLAS OR VIMLITE. 

36 in. wide, 100-ft. rolls, $30.28 
each; 36 in. wide, 50-ft. rolls, $15.19 
= 36 in. wide, 25-ft. rolls, $7.60 
each. 


CLOCKS AND WATCHES. 


Pocket Ben Watches, plain, 
each, luminous, $1.58; Baby 
Clocks, plain, $2.29; luminous, 
Big Ben Clocks, plain, $2.29, 
nous, $2.98; Auto Clock, plain, 
luminous, $2.10; Baby Ben De 
Clocks, plain, $2.46, luminous, $3.16; 
Big Ben De I.uxe Clocks, plain, $2.46, 
luminous, $3.16; Sleep-Meter, plain, 
luminous, $2.10; Tiny Tim 
$1.50 each; Monitor Clocks, 
75c. each; Ben Hur Clocks, plain, 
$1.76, luminous, $2.46; America 
Clocks, plain, $1.05. 





Minor Price Changes Are Effective 
¢ —Usual Seasonal Lull Prevails 


COAL HODS. 
Galvanized, plain = open type, 
16-in., 39c. each; 17-in., 42c. each; 
18-in., 46c. each. 


EMERY CLOTH. 

Per quire—24 sheets. Sizes 00, $1.19 
per quire; size 0, $1.19 per quire; size 
¥%, $1.23 per quire; size 1, $1.30 per 
quire; size 144, $1.36 per quire; size 
2, $1.45 per quire; size 2%, 6 per 
quire; size 3, $1.68 per quire; Crocus 
cloth, $1.19. 


FILES. 
First quality files, 50 per cent from 
list. Competitive quality files, 60 and 
10 per cent from list. 


GRASS AND PRUNING SHEARS. 


“Doo-Klip’’ grass shears, $10.80 
per doz.; ‘‘Doo-Klip’” Long Handled 
grass shears, $18.00 per doz.; ‘‘Doo- 
Klip’? Pruners, $10.80 per doz. Com- 


petitive grass shears 5% in. blades, 
25e. each. Good quality, 5% in. 
blades, grass shears, 75c. each. High 
grade grass shears, 7 in. blades, $1.00 


each. Competitive Pruning Shears, 
25c.*each. Other Pruning Shears, 
64c., 67c., $1.05, $1.15, $1.20, $1.66, 
$1.83 and $2.50. 
JUVENILE VEHICLES. 
Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, $9.70. 


No. 900, $9.40; No. 


Sidewalk cycles, 
922, $17.50, and 


910, $10.65 each; No. 
No. 932, $17.50 each. 


Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90; 
and No. 232, $6.50. Prices are each 
and net. 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 

LAWN MOWERS. 

8-inch wheel, 3 blade, plain bear- 
ing, 12-inch reel, $4.50; 14-inch reel, 
$5.00; 16-inch reel, $5.25; 8-inch 
wheel, 4 blade, ball bearing, 12-inch 
reel, $5.50, 14-inch reel, $5.85, 16-inch 
reel, $6.20; 9-inch wheel, 4 blade, ball 
bearing, open wheel, 12-inch reel, 
$5.85, 14-inch reel, $6.20, 16-inch reel, 
$6.50, 18-inch reel, $7. 25; 10-inch 
wheel, 4 blade, ball bearing, 12-inch 


, $6.15, 14- inch reel, $6.50, 16-inch 
$6.85, 18-inch reel, $7.75; 10-inch 


wheel, 5 blade, ball bearing, 15-inch 
reel, $12.00, 17-inch reel, $12.75, 19- 
inch reel, $13.25, 21-inch reel, $14.00; 
11-inch wheel, 5 blade, roller bearing, 
15-inch reel, $19.00, 17-inch reel, 
$20.00, 19- inch reel, $21.00, 21-inch 


reel, $22.00. March 1 dating is allowed. 
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LINSEED OIL. SASH CORD. 

Linseed oil, raw, per pound: Single Sash cord, Samson Spot, No. 7, 
barrels, 15.0c.; 5 barrels or’ more, 61c.; No. 8, 60c.; Aetna, No. 7, 30c. 
14.6c.; carload lots, 14.2c.; tank cars, per b. sso. 8 ey per ,ib,;, Phoenix, 
13.4c. Prices apply to the Metro- Sachem, No. 8, 330. per Ib.; No. 9 


politan area and include truck de- 
livery of small lots to store door 33c. per Ib 


within prescribed limits. Tank car SANDPAPER. BOXED. 


prices include delivery within a stip- 


ulated zone. Boiled linseed oil is Size 00, 100 sheets, 83c. per box; 
quoted at 4c. per pound additional. size 0, 100 sheets, 83c. per box; size 
4, 100 sheets, 89c. per box; size 1, 
NAILS 75 sheets, 74c. per box; size 1%, 50 
sheets, 56c. per box; size 2, 50 sheets, 
Wire nails, Standard New York 65c. per box; size 2%, 50 sheets, 7l1c. 
Stock extras apply to the following per box; size 3, 25 sheets, 4lc. per 
base prices in the localities indicated: box. 
Base price for New York City, Utility packages of sandpaper, 6c. 
Brooklyn, Queens, Westchester, and each. Full cartons of 72 packages 
New Jersey is $3.35 per keg; in Nas- are subject to an additional per 
sau and Suffolk counties, > per cent discount. 
keg. Cut nails, less than 10 kegs, 
5 “ SCREWS. 


$3.90; over 10 kegs, $3.65 per keg. 
Wood screws, flat head, bright 





ROLLER SKATES. iron, 45 and 10; round head, blue, 40 
: and 10; round head, iron, nickel 
Roller skates, Union line, extension plated, 25 and 10; flat head, galvan- 
web heel and toe straps, plain steel ized, 17% and 10; flat head, brass, 
rolls, 72c. per pair; same with toe 374% and 10; round head, brass, 32% 
clamps and web heel, 78c. per pair; and 10. These discounts apply to 
same for boys with _ self-contained new standard screw lists. Full pack- 
ball bearing wheels, $1.42 per pair; age lots take an extra 5 per cent. 
for girls, $1.52 per pair. Machine screws, flat and round 
Roller skates accessories: Keys, head, brass, 60 per cent discount. 
2l%c. each; sKate wheels, with — Iron, 60-74% per cent discount. 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. TIRES AND TUBES. 
each; cotter pins, 15c. per 100; axle Mansfield tires, 4 ply, balloon type, 
nuts, $1 per 100; axle nut washers, 29 x 4.40, $7.40; tubes, $1.50; 30 
60c. per 100; adjustment binding 4.50, $8.25; tubes, $1.60; 29 x 4.75, 
bolts, 65c. per 100, and toe clamps, $9.55; tubes, $1.70; 29 x 5.00, $9.90; 
12¢c. per pair. tubes, $1.75; 30 x 5.00, $10.20; tubes, 
Chieftain line, No. 400, for either $1.80; 31 x 5.00, $10.65; tubes, $1.85; 
boys or. girls, self-contained ball 32 x 5.00, $11.75; tubes, 90; 28 x 
bearings, $1.45 per pair; Redskin line, 5.25, $11.10; tubes, $1.85; 30 x 5.25, 
for boys or girls, 84c. per pair. $11.90; tubes, $2.05; 31 x 5.25, $12.25; 
Chicago line, No. 181, $2.65; No. tubes, $2.05; 29 x 5.50, $12. 65; tubes, 
183, $2.75; No. 185, $2. 75; No. 101, $2. 
$1.33; and Nos. 103 and 105, $1.38 per Same, 6 ply, 31 x 5.25, $14.70; tubes, 


pair. $2.05; 30 x 5.50, $16.05; tubes, $2.35; 





30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16. 56; tubes, $2. 40; 33 x 6.00, $17. 55; 
tubes, 2.55. 

Tire display racks, $10.00 each. 
Prices in all instances are each. 


WINDOW SCREENS. 


Diamond 5, eee. 14 mesh 
wire, No. 01, $3.20; No. 1, $6.40; No. 
3, $8.40; No. 4, $9.6 60; No. 6, $10.40; 
No. 7, $12.40; No. 8, $12.40. All prices 
are net per doz. 

Diamond E, bronze, 16 mesh wire, 
No. 11, $10. 40; No. 13, $12.40; No. 14, 
$13.60; No. > $14.40; No. 17, $16.40: 
No. 18, $16.4 
Wood .. Extension Screens 

alvanized Wire 


Per Dozen 

Size 12 Mesh 14 Mesh 

9 x 33 $2.80 $2.95 
12 x 33 3.1 
15 x 33 3.75 3.85 
18 x 24 - 3.80 3.90 
18 x 33 4.15 4.30 
18 x 37 4.55 4.70 
18 x 45 5.10 5.30 
24 x 33 4.85 05 
24x 37 5.10 5.40 
24x 41 5.75 6.05 
28 x 33 5.70 6.00 
28 x 37 6.05 6.30 
28 x 41 6.50 6.85 
30 x 33 6.05 6.30 
30 x 37 6.65 6.95 
30 x 45 7.50 7.80 
30 x 60 9.05 9.60 

WIRE CLOTH. 


First quality, black, 12 mesh, $1.85; 
first quality, galvanized, 14 mesh, 
$2.25; competitive quality, galvan- 
ized, 14 mesh, $2.15; first quality, 
bronze, 14 mesh, $5.80; competitive 
quality, bronze, 14 mesh, $5.75; first 
quality, copper, 14 mesh, $5.45; com- 
petitive quality, copper, $5.40. 

Prices are quoted for 100 sq. ft., 
f.o.b. dealer's store. March 1 dating 
is allowed. 





(Boston office of HARDWARE AGE) 


BosTON, Feb. 18.—The retail dealers’ convention here the last 
three days of this week is the center of attraction in both retail and 
wholesale hardware circles just now. It is undersood that most of 
the manufacturers and jobbers of merchandise handled by the re- 
tail trade that will have exhibits at the convention have something 
up their sleeves that will interest the buyer. Many retailers always 
withhold a certain amount of buying during the early part of the 
year until they have an opportunity to see first hand the latest man- 
ufactured goods available. 

During the past week retail buying was very largely confined to 
small merchandise, and of a hand-to-mouth character. Jobbers con- 
ducted a vigorous spring and summer goods selling campaign with 
little result other than promises of orders early in April. Retailers, 
in turn, reported little if any improvement in business. The New 
England Research Council on Marketing and Food Supply, cooperat- 
ing with Washington, States, extension services, etc., issued a state- 
ment in which it was predicted that New England farmers will have 
to take less money for their crops this year than in 1929, a state- 
ment calculated by the hardware trade to hurt rather than help busi- 
ness. Collections continue slow, but no more so than they always 
are in February. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0O.B. BOSTON. 


AUTOMOBILE ACCESSORIES. x 4, $12; 32 x 4 $12.80; 33 x 4, $13.45; 
a 4 2 x 4%, $17. 30; 33 x 4%, $18; 34 x 
Tires.—Competitive, clincher, extra a. $18.60 x 5, $23.50. Discount 
heavy, straight side, 30 x 3%, $5.60 121% and 10 ph cent. 
each, list; 31 x 4, $9.40; 32 x 4, $10.10. Tires.—Mansfield line, truck, 8-ply 
Discount 12% and i0 per cent. cord, 32 x 414, $23.70 each, list; 33 x 
Tires.—Mansfield line neoey duty 4%, $24.55; 30 x 5, $28.40; 34 x 5, 


cord, clincher, 30 x 3%, $7.25 each, $33.70; 35 x 5, $34.50; =e" 32 x §: 
list; straight side, 30 x 3%, $3. 85; 31 ! $47.15; 36 x 6, $51.80; 38 x 7, $72.6 





Hand-to-Mouth Buying Prevails— 
February Collections Are Slow. 


12-ply, 36 x 8, $94.85; 40 x 8, $101.80. 

Tires.—Mansfield line, balloon, 4.40- 
19, $7.80 each, list; '4.50-20, $8.85; 
5.00-19, $11; 5.25-18, $12. 35; 5.25-20, 


34.50. Discount 121% and 10 per cent. 
Tires. — Mansfield line, balloon, 
double ——s 4.50-21, $17.45 each, 
list; 5.25-2 $25.45; 6.50-18, $33.75; 
6.50-29, $34. 50; 6.50-21, _ 15. Dis- 
count 30 and 10 per cen 
Tire Chains.—30 x 3%, $4. 50 a pair, 
list: 31 x 4, $5.50; 32 x 4, $5.50; 33 x 
4, $5.75; 33 x 4%, $6.25; 33 x jh: 
$6.50; 34 x 4%, $6.75; 33 x 5, $7. 
34 x 5, $7.50; 35 x 5, $8. Balloon, oF 
.50; x 31 4.40 


5.25, $6 .75; 29 x 5.25, $6.75; 30 x 5.25, 
$6.75; 31 x 5.25, $7. One to nine pair; 
discount 30 per cent; 10 to 49 pair in 
one shipment, 35 per cent discount; 
50 pair in one shipment, 40 per cent 
discount. 


BASEBALL GOODS. 


Bats.—Lloyd Waner, Jim Bottomly, 
Babe Ruth special, Rogers Hornsby 
special, Babe Ruth, Tyrus_ Cobb, 
George Sisler, Harry Heilmann, Paul 
Waner, Lew Gehrig, Rogers Hornsby, 
Hazen Cuyler and Travis Jackson, 
$18 per doz. net; Junior, $7.20; Junior 
Slugger, $5.40; Bin-go No. 50, $12; 
burnt oil finish, $10.80; King of Field, 
$7.20; Champion, $4; Junior League 
$3; Crack-a-jack, $2. 


BUILDERS’ HARDWARE. 


Inside Door Sets. — Competitive 
lines, $4.75 a doz. net; in lots of 
five dozen of one finish, "$4. 50 a doz.: 
regular lines from $5.75 to $19 a doz. 
net. Front door sets, regular lines 
from $1.25 to $5 each net. Vestibule, 
regular lines from $1.10 to $4.50 each 
net. 
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D OR PIPE. doz. net. Columbia, No. 28, $6.28 per Roof Coating.—No tar-in., black, 
CONDUCT ; PE ~ doz. net. Steel, No. 305, $1.60 per doz. one-gal. containers, $1.25 each list; 
Conductor Pipe.—Steel, 28 gage, 2 net. Brass, No. 335, $3.25 per doz. five-gal. containers, $1.10 per gal.; 25- 
in., in lots of 250 ft. 18c. per ft, list; net. Stanley, No. 158J, aC “ag per gal containers, 80¢ per gal.; 50-gal 
in., 20c. Discount, 60 and 15 per gross pair net. No. 151J, $18 containers, be. per gal. Red one- 
in oa, Dausunt, Sd Wer cont se gal, containers, $2 each list; five-eal 
Sheet steel, 28 gage, 2 in., 18c.; 3 in, | | INSECTICIDES. containera, $1.85 per gal. ‘Discount, 
20c. Discount, 75 per a Higher Bug Death.—In 1 lb. containers, 
a Meek extrageied steak $1.64 a doz. net; in 5 Ib. containers, RUBBISH BURNERS. 
28 gage, No. 2, 2 in., 30c. each list in in i00 ‘Db. ‘sulainer, 1058 chah, i i ooo) ae te bane os z 
lots of 300; 3'in., 35c. No. 3, 2 in., Pyrox.—One Ib. jars, in 100 Ib. lots sal: te euunliey ummaitaen, SET anole 
30c.; 3 in.,/36c. Discount, 60 ‘and 106 b.; in lots of less than aA pre ER dace asl dale a 
per cent. Toncan iron, No. 2, 2 in., $7.80 per 100) ‘ in 5 int drums, large Covers, $2.12 per doz., net. 
40c. each list in 1 f 300; 3 in. { ‘ 
isc; Nor ge Ins dtc, Stns abe, | ott, $15, small lots, $15.60; In 10 1b | SCREENS AND SCREEN DOORS. 
Discount, 55 per cent. Higher prices $14.50; in 25 lb. drums, large lots, Screen Doors.—No. 241, 2.6 x 6.6, 
are asked for smaller lots. $20.50; small lots, $21.20; in 50 Ib. $17.69 a doz. net; 2.8 x 6.8, $18.50; 
Cultivators.—No. AC43, three prong, pl large lots, $8.75 a keg, small 2.10 x 6.8, $19.57; 3 x 7, $20.38. No. 
HH -. a No” ACs, a. ~~ eg i lots, $9.25; in 100 Ib. drums, $12.50. er ey Oeiee s 2.8 * 8 ae 
5; No in. handle, oy i i f l than -10 x 6.8, $26.75; x 7, $27.75 vo. 
Fencing.—Lawn, style F.' 36 in., phroy oo Piess than ute beer. 1 Ib. 288G12, 2.6 x 6.6, $22.25; 2.8 x 6.8, 
$3.63 a rod, list, 42 in., $3.96, 48 in., jars, 331%4c.:each; 5 lb. drums, $1.30; $23.38; 2.10 x 6.8, $24.63; 3 x 7, $25.69. 
Hy 62. Style L,’ extra,’ 36 in., $2.64, 10 Ib. drums, $2.35; 25 lb. drums, $5.30. No. 857G, 2.6 x 6.6, $34.50; 2.8 x 6.8, 
42 in., $2.97, 48 in., $3.38. Discount i '—Powd I hel- $36.19; 2.10 x 6.8, $38.13; 3 x 7, $39.75. 
60 per cent Insect icides. owdered ne 4 e No. 545G, 2.6 x 66, $38.94: 2.8 x 6.8 
Flower Bed Guard.—Perfection, 16 oo: & a cee ak oe $40.25; 2.10 x 6.8, $42.06; 3x 7, $43.44. 
in., $1,814 a rod, list; 22 in., $2.14%. 1 Ib. containers, 27c. Bug death, in Window Screens.—Competitive, No. 
Trellis.—Style L, extra, 18 in., $2.31 ; 44 a : 2, $4.06 a a. net; No. 3, 3 
1 lb. containers, $1. per doz. net; 
a rod, list. : i . 5 lb as Hummer, No. 1533, $3.94 a doz. net: 
in 3 lb. containers, $3.75; in 5 lb. con L e 
Discount, 50 per cent. tainers, $5.62; in 12% lb. containers, No. 1833, $4.38; No. 2433, $5.13; No. 
FLUE CLEANERS, ETC ee ee aoe Tae wa ee ae tee 
. each. Black Flag, liquid, half pints, “00; - 4 2 90.40, NO. of0/G, 
Flue Cleaners.—Soot destroyer, $4 35c. each; pints, 60c.; in powdered $5.56. 
per doz. net. Flue scrapers, stove, form, gun, 10c., small, 15c., medium, SHEARS 
No. 5, 60c. per doz. net. 40c. In-A-Minute, small, $3 per doz. paces ree ne ae N 150 
net. .-—Standar¢ akes, No. 150, 
$2 a doz. net; No. 1360, $4; No. 9R, 
GARAGE HARDWARE. PRUNING SAWS. $5.50; No. 0267E, $6.50; No. 106, $10; 
Standard Makes.—Door sets, in less - No. 1105, $11.75; No. 400, $12. Good- 
than case lots, $2.45 per set net; in Pruning Saws.—Disston, No win, No. 10, $13.65. Doo-Klip, short 
case lots, $2.15. Holders, in less than 16 in., $9.70 per doz. net, 18 in., $10. 35° handle, $10.80, long handle, $18.. Hylo 
case lots, $1.85 a pair net; in case 20 in., $11. No. 7, in., $14.25, 18 77 ‘ smh 
lots, $1.65. in., $15.20, 20 in., $16.50. No. 3, 16 Sheep. —Standard makes, No. 057E 
in., $11.90, 18 in., $12.30, 20 in., $13. 05. 5% in., $8 25 a doz ‘net; No. 055E. 
GARDEN TOOLS. No. 16, 14 in., $18.35. | No. 25, 14 in. ein 0 
Gites bie — io. wet san $18.36. No. 11, 18 in., $14.30. No. 111, Pruning.—Standard makes, No. 06, 
shovel, hoe and rake, $15.40 per doz. sate i ® dom. pet: oo = % ge $6; 
. ° y, a . o NO. a, -o0U, I o GO, 
rake and, fork, $9; other sets range | ROOFING MATERIALS. Bina 'gst No. 103, $8:° Noe 40." $18; 
i f i et to 50c. Roofin Paper. — Rolled, smooth No. 240, $18; No. 290, 22. Doo- 
in price from 10c. per s ws 2 ourtnes, heer, 55 - $33 . roll ae ge French wheel, 8 in., 
net; extra heavy, 65 Ib., $1.93; pex, 0; 9 in., $23. 
GRAFTING WAX. medium, $1.27; Battle Axe, light, 88c.; Pruning.—Long handled, No. 5404, 
Grafting Wax.—In 1 Ib. sticks, 38c. medium, $1.08; heavy, $1.28. Mineral 9 in., $10.80 a doz. net; No. 2506, 20 
a Ib. net; in % Ib. sticks, 40c.; in % surface, $1.76 and $1.91. in. 314; No. 5403, 22 in., $24; No. 
Ib. sticks, 43c. Buildin Paper.—Sheathing, Red 5402, 24'in., $27. Standard tree, No. 
9g 
star, No. 25, $1.07 a roll net; Con- 12, $19.50 a doz. net; No. 14, $21.50. 
HINGES. tinental, No. 35, $4.98; ee. 18, 97c. Telephone, No. i, $13., i ; 
i —S door, Arcadia, Cad- Red rosin, rolls, $57 a ton. edge.—No. , 6 in., 68c. a pair 
uaun" tak Ge, a $1.80 per doz. Shingles.—Hexagon, three-tab, fac- net; No. 80, 8 in., $1.10; No. 300, 6 
net; No. 7, regular finish, $1.50. In tory shipments, one to 11 cars, 20 per in., 75¢.; No, 301, 9 in., $1.25; No 
half gross lots, $15 per gross pair net. cent off list; 12 to 19 cars, 20 and 9 100, 6 in., $1.20; No. 100, 7 in., 
Sargents, No. 1165, double, 37c. per per cent; 20 to 49 cars, 20 and 11 per $1.35; No. Eo. 9 in., $1.60; No. 101, 
pair net; No. 193, single, $1.50 per cent. 9 in., $1.75; No. 46, 6 in., $6 a pair. 








Trade Shows Gradual Improvement. 
o ° s ‘ 
EF « Prices Are Firm-and Little Changed. 
(Minneapolis office of HARDWARE AGE) AXES. 
Single bit, base weight, unhandled 


MINNEAPOLIS, MINN., Feb. 18.—While most of the so-called side axes, $15 to $16.50; double bit, $20.00 
to $21.50; single bit, handled, $19.25; 


roads in the Northwest tributary to the trade territory of the Twin double bit, handled,’ $24.50 doz., net. 
Cities are still blocked with snow, there seems to be a general though | BOLTS. 


gradual increase in business in all lines. This is usually the quiet eit aaee tale ee ea ee 
time of the year, and this year is no exception to the rule. Pros- ee ee eee ee ae 
pects continue to be good for the new year, however, and the many | BaLrE TIEs. 
merchants who attended the annual Market Week of the Twin Cities Single loop, 9% x 14, $1.51; 9% x 15, 
» ar ae ° $1.36; 91% x 14, $1.53 per bundle. 
a short time ago seem to have an optimistic attitude toward the BRADS 
general conditions which they face for the year. <i a ee 
. * * pent f lists. 
Prices are fairly firm, with but few changes. Solder and red BUILDING i ann 
rosin building paper are the only items in the list which have fluc- Red niin: eleaat building paper, 
tuated during the past week. veniam and tarred felt, $2.80 cwt., net. 
New items of interest for spring will be included in this report lose chain, coppered, % x_ 14, $1.56: 
as they will be of interest. colored, 44 % if, $140; 5/16 x 14, $1°38: 
: eat 14, $2.54 ] f coil che 
Collections are keeping up to the average for this time of the die Me 2 78: ‘% in. proof col as mt 
year. Some changes in the prices of farm products will doubtless ” ne an $41.82 per 100 ft. 
have an influence on collections for the next few weeks. Goal hods, Japanned, open, 17-in. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | $3-23: ,38;i+ , 83:85: funnel, 17-in.. 
RETAILERS, F.0.B. MINNEAPOLIS OR ST. PAUL. Hi-in., $4.70; 18-in., $5.10; funnel 
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FILES. 
First quality files, 50 per cent, and 
il brands, 60-10 per cent from 
ist. 


GALVANIZED WARE. 

Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1 Zz 15; No. 2, 
$8.00; No. 38, $9.35; avy, No. 1, 
— 20; No. 2, "$14. 40; ind 3, $15.60 doz. 
net 


GLASS AND PUTTY. 

Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 
“Doo-Klip grass’ shears, $10.80 
doz.; ‘‘Doo-Klip’’ long handled grass 
shears, $18.00 doz. net. 


LAWN GOODS. 
Nelson’s Perfect Clinching hose 
couplings, $2.25 per doz.; Perfect 
Clinching hose menders, 90c. per doz. 


NAILS. 
Standard wire nails and cement 
coated wire nails, $2.90 per 100-Ib. 
keg base. 


PRUNERS. 
*“Doo-Klip’’ pruners, $10.80 doz., 
net. 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


SANDPAPER. 

Best grade sandpaper, No. 1, 98c 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 7? 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 65c. lb. base; 
second grade, 38c. Ib.; third grade, 





27c. lb. base, net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per. cent; round 
head brass, 324% per cent from lists. 


SKATES. 


Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 
$5.75; Union, No. 590 and 590L, $5.25: 
No. 595 and ’595L, $5.25; No. 550, $6.00 
pair net. 


SNOW SHOVELS. 


Snow —, steel blade, gtratant 
handle, $4.15 handle, $4.65; gal- 
vanized steel *plade, D handle, 154% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. . 


SOLDER. 


Warranted half and half solder, 
8 lb., and strictly half and half 
solder, 29 lb., in 100-lb. boxes, net. 


STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.65; black steel sheets, 24- 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


STEEL TRAPS. 


Victor steel traps, No. 6, $1.10; No. 
1, $1.88; No. 1%, $2.44; No. 2, $2.36; 
Oneida pump traps, No. 0, $1.59; No. 
1, $1.83; No. 1%4, $2.81 doz., net. 


TIN. 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb., coating, 1C, $14.75 box, net. 


ROLLER SKATES. 


Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 


pair. 
Same for boys, with self-contained 
ball bearing. wheels, $1.45 pr. Same 


for girls, with self-contained ball 
bearing wheels, $1.45 pr. 
Chicago line, No. 181, $2.65; No. 





183, $2.75; No. 185, $2.75; No. 101, 
$1.35; No. 103 and 105, $1.40. 


TIRES AND TUBES. 

Mansfield tires, 30 x 314, Liberty 

cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95: 

Mansfield heavy duty, 32 x 
$10.59. Mansfield actin’ service, 28 
x 4.50, $10.68. ooo double ser- 
vice, 32 x 6.50, $21.74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 x 
6.00, Liberty, $1.99. 


STOVE PIPE, ELBOWS AND 
DAMPERS. 


Crystallized stove boards, 28 x 
$16.65; 30 x 30, $19.35; 36 x 36, gor 0 
doz. net. 

Stove pipe, uniform blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths, elbows, *6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire han- 
dle, $1.15 doz., net. 


WINDOW VENTILATORS. 


“ean” yentiotere, Continental, 
$2.80; No. 1187, $3.45, No. 
N45, rn 40; No. 1437, $5.06; De-Fiekt- 


le $4. 
No. 01B, $3.60; No. - ; No. 2, 
$4.80; No. 03, $5.60; No. 1B, $4.40; 
No. 1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 3 $ ; No. 4, So. B 


8.40 doz.,_ net. Wurldbest, No. 2, 
1.75; No. 3, $2.00; No. 4, $2.50; No. 
5A, $3.00; No. 6A, $4.00; No. 6B, 
$5. 50; No. 6C, $5. 00 each list, with 
dealers’ discount of 33% per cent. 


WIRE. 

Galvanized barbed cattle wire, $2.89 
per 80-rod spool; galvanized barbed 
hog wire, $3.09 per 80-rod spool; No. 
9 (base), smooth, galvanized wire, 
$3.50 cwt., and No. 9, smooth, black 
wire, $3.05. 





KANSAS CIT 


(Kansas City office of HARDWARE AGE) 


KANSAS City, Feb. 18.—Confidence in a strong spring market is 
manifest in the advance bookings being made at present for items 
pertaining to warmer weather. Already there are orders trickling 
in for garden hose and accessories, grass seed and gardening imple- 


ments. 


Following a prolonged period of extreme cold in the Kansas City 
trade territory, the weather has temporarily broken, with the result 
that this part of the country is having what might be called a false 
spring, which is advantageous to certain lines but unfavorable to 
those which should be in season at this time. Wholesalers do not 
like to see unseasonable weather of this sort on account of its bad 
influence on the regular staples which normally would be in greater 


demand. 


Some building activity has produced a-good call for steel bars and 
shapes. Cel-o-glass is being bought in good volume for poultry and 
hog houses, hotbeds, ete. The price is firm at 10%c. per square 


foot. 


Collections are reported by jobbers as rather slow. Bad weather 
has made it difficult for dealers to to get out into the rural sections 
and see their creditors, which has tended to slow up payment of 


bills. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. KANSAS CITY. 


AMMUNITION. 


Well known good quality car- 
tridges, .22 short, $2.98 per thou- 
sand; 22 long, $4.08 per thousand; 
.22 long rifle, $4.75 per thousand; .32 


short, $8.05 per thousand; .32 long, 
$9.26 per thousand. 

Shot shells, good quality, 12 ga., 
6c, $31.67 per thousand; 16 ga., 6c 
$30.50 per thousand; 20 ga., 6c, $29.67 
per thousand. 


Reading matter continued on page 70 





Confidence in Spring Trade Grows 
Collections Are Rather Slow 


AUTO ACCESSORIES. 

Red Cat auto heaters, 33% per cent 
off list. Regular tire chains, 35 per 
cent off list. Balloon tire chains, 
35 per cent off list. Prestone anti- 
freeze, $3.60 per gal. 


AXES. 

First quality, 3% to 4% lb., with- 
out handle, single bit, $14.90 per doz.; 
double bit, 3 to 4 lb., $19.35 per doz. 
Other first quality =. handled, 
3% Ib. single bit, — per doz. 
lb., $19.85 per doz.; ; 4% lb. single dit, 

$20.45; double bit, $24.25 per doz. 


BUILDERS’ HARDWARE. 

Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
$16.75 a hundred pair; 3% x 3%, $17 
a hundred pair; 4 x 4, $22 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.00 per doz.; steel bit- 
keyed front door sets, $17.00 per doz. 
set; wrought bronze metal, $2.90 per 
set; cylinder front door sets, wrought 
bronze metal, $6.00 per set. 


CARRIAGE AND MACHINE BOLTS. 


Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
list as of April 1, 1927. 


COAL HODS. 
17-inch japanned hod, $3.60 per 
doz.; 17-inch galvanized hod, $4.72 
per doz. 


GARDEN HOSE. 

Best quality fee 5 in., $9.00 
per 100 ft.; % in., $10. 50 per 100 ft. 
— quality, 1% in., $6.50 per 100 ft.; 
5 i By 25 per 100 ft.; %& in., 50 
per "10 . 
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HE use of “leaders’’ to increase sales 


is sound merchandising. We’re not 
thinking of “leaders” that attract through 
price concessions, but “leaders” that 
draw customers because of newness and 
superior qualities. Remington is con- 
stantly supplying dealers with that kind 
of “leaders.” 


The latest is the .38 Super Automatic 
Pistol Cartridge. It’s new! It’s Klean- 
bore! It’s oilproof! And it shoots bet- 
ter! Note the improvements over the old 
cartridge in the comparison above. 


Selection of a powder especially adapted 
to this cartridge enabled us to secure in- 











Pat 


“‘Leader”’ 





New Super Old Cartridge 
Weight of bullet 130 grs. 130 gers. 
Muzzle velocity 1200 ft. seconds 1080 ft. seconds 
Muzzle energy 417 ft. lbs. 340 ft. Ibs. 





| 





creased velocity without increasing pres- 
sure limits. The new cartridge is excep- 
tionally accurate. It is adapted to all .38 
caliber colt automatic pistols, including 
the latest super model. These super colts 
are selling fast and this is the Super 
Cartridge for them.’ 


Push this “leader” and it will help sell 
the whole line of pistol and revolver 
cartridges and other Kleanbore metallies. 
Order from your jobber—don’t submit 
to substitutions. 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Dighy 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
C 1930 R. A. Co. 
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LAWN GOODS. 

L. R. Nelson Mfg. Co. products, 
lawn sprinklers; Whirling Fairy, 
$13.50 per doz.; Garden Fairy, $16.00 
per doz.; Crown, $6.80 per doz.; 
Crescent, $6.30 per doz.; Cricket, $8.00 
per doz.; Flaring Rose, $4.80 per doz. 
Nozzles, Rain Boy, $4.00 per doz.; 
Peoria, $4.00 per doz.; Perfect Clinch 
couplings, $2.00 per doz.; Perfect 
Clinch hose mender, 84c. per doz.; 
Corrugated hose coupling, $1.30 per 
doz.; ‘“‘Snap’’ coupling, $1.95 per doz.; 
brass mender tube, 37c. per doz.; 
hose clamps, brass, 33c. per doz. 

“‘Doo-Klip’” Grass Shears, $10.80 
per doz.; ‘“‘Doo-Klip’’ Long Handled 
Grass Shears, $18.00 per doz.; ‘‘Doo- 
Klip” pruners, $10.80 per doz. 


MILD STEEL BARS. 

jars, shapes and small angles 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


MOPS. 
Betty Bright self-wring mop, -No. 
10, $8.00 per doz.; Betty Bright*mop 
cloth, No. 20, $4.00 per doz. 


NAILS. 


Common wire nails, $3.15 per keg, 
base (see new extras). 


OILS. 


Raw linseed oil in steel drum lots, 


$1.20 to $1.25 per gal.; boiled lin- 
seed oil in steel-drum lots, $1.23 
and $1.28 per gal. Turpentine, pure 
gum spirits, in steel-drum lots, 70c. 


SASH WEIGHTS. 
In one-ton lots or more, $1.70 per 
ewt.; less than ton lots, $1.80 per 
cwt. 


SCREWS. 

Flat head bright screws, 45-20 
per cent off list; round head, blued 
screws, 40-15 per cent off list; flat 
head brass screws, 37%-15 per cent 
off list; round head brass screws, 
3214-15 per cent off list. 


SHEETS. ; 
Galvanized sheets, 24 ga., per cwt., 
$4.75 base; one-pass, cold-rolled, 27 
ga., $4.20 per cwt.; blue annealed, per 
ewt., $3.80. 


SKATES. 

Union rg roller skates, No. 
6L, $1.75; No. 6M, . $1.65; No. 130L, 
$2. 11; No. 130M, $1. 

Union Hard Aang = skates, No. 
1624M, 80c.; No. 162414M, $1.20; No. 
524%, $1.19; No. 5124L, - 02; No. 
5624L, $1.08; No, 562444, $1. 44. 

Chicago roller skates, No. 181, $2.65; 
No. 183, $2.75; No. 185, $2.75; No. 101, 
$1.35; No. 103 and 105, $1.4 0. 


SLEDS. 

Nationally known best quality 
coasters, No. 1, $2.55; No. 3, $4.40; 
No. 5, $6. 45; No. 42, $3.75. Other well 
known sleds of good quality, No. 9, 








$1.20; No. 10, $1.45; No. 12, $2.00; 
No. 13, $2.10. 


SNOW SHOVELS. 

(All steel) No. 2 snow pusher, $10.30 
per doz.; No. 118 shovel, $11. 00 per 
doz.; No. 28, blade 11% x 14 in., $5.20 
per doz.; No. 33, blade 21% x i6 in., 
$11.20 per doz. 


STORAGE BATTERIES. 
Automobile, 6 volts, 11 plate, heavy 
standard terminal, $8.85 each; 6 volt, 
13 plate, $10.45 each; 12 volt, 7 plate, 
$12.55; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.25; 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $5.81. 


STOVE PIPE. 
Black stove pipe, crated, 3 in., “ 00 
to $9.50 per hundred joints; 4 
$9.50 to $10.00; 6 in., $11.00 to $11. 50, 
——— elbows, 3 in., $1.60 per 
doz.; 4 in., $1.70; 6 in., $1. 90 to $2. M0. 


TIRES. 

Mansfield automobile, covered by 
standard warranty, 30 x 3%, rg ge 
oa, duty cord, s.s., cl., $5. 31 x 

$9.45; 32 x. : $1 0.06; 33 x a “410.59; 
32 x 412, $13.61: $ 


31 x 5.25, $12.25; 31 x 6.00, $16.55; 33 
x 6.00, $17.55. Trucks, 32 x 4%4, 8 ply, 
$15. “g' 33 x Pkt $16.34; 30 x 5, $20.12; 
32 x 6, $25.32; 36 x 6, 10 ply, $36.70; 
34 x $47.37; 40 x 8, 12 ply, $72.14. 

cA foregoing prices subject to 10 
per cent trade discount.) 





PITTSBUR 


PITTSBURGH, Feb. 18.—Growing shipments of spring goods are 
giving the hardware business in this district a more active tone, and 
in only a few cases do jobbers report that dealers are ordering in 
sharply reduced quantities. The tendency toward being hesitant is 
still noticed, but there is nothing in the market at this time which 
would encourage extensive future commitments on the part of deal- 


ers, and if their spring buyin 


years jobbers will be more than satisfied. Cold weather lines are 
gradually tapering off, but spring items are taking their place, and 
shipments of such articles as paints, farm and garden tools, fancing, 
roller skates, fertilizer and house cleaning supplies are beginning to 


run into fair volume. 
Prices are not particularly 
market are reported. Slight 


latches are reported, but other items are unchanged. A few makers 
of roller skates have revised their quotations, and new prices on 
milk cans represent a slight decline from last year. Black and gal- 
vanized screen wire cloth are also lower as is the Eveready line of 


flashlight cases. The small size 


for city and suburban use, and jobbers have revised downward 
prices of the larger Jumbo box. 
50c. a dozen, with the remainder of the line unchanged. Collec- 
tions are rather slow, and jobbers are keeping a watchful eye on 


their credit departments. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. PITTSBURGH. 


AUTOMOBILE TIRES AND TUBES. 


Mansfield tires, 4-ply balloon type, 
29 x 4.40, $6.50; tub es, $1.31; 30 x 4.50, 
$7.25; tubes, $1. 39; 29 x 4.75, $8.39; 
tubes, $1.46; 29 x 5.00, $8.66; tubes, 
$1.50; 30 x 5.00, $8.94; tubes, $1.54; 
31 x 5.00, $9.33; tubes, $1. 58; 32 x 5.00, 
$10.32; tubes, ‘$1. 65; 28 x 5.25, $9.73; 
tubes, $1.58; 30 x 5.25, $10.43; tubes, 
$1.73; 31 x 5.25, $10.75; tubes, $1.76; 
29 x 5.50, $11.10; tubes, $1.95. 


(Pittsburgh office of HARDWARE AGE) 


g is equal to the average of recent 


strong, but few open breaks in the 
reductions in Yale & Towne night 


R.F.D. mail box has been reinstated 


Miners’ axes have been advanced 








Same, 6-ply, 30 x 5.50, $14.06; tubes, 
$2.03; 30 x 6.00, $14.14; tubes, $1.95; 
31 x 6.00, $14.57; tubes, $1.99; 32 x 6.00, 
$14.84; tubes, $2.06; 33 x 6.00, $15.36; 
tubes, $2.18. 

BATTERIES. 
Packages Packages 
Broken Unit 
SS | Ae RAS ry $2.22 $2.06 
es 3.20 2.97 
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Spring Goods Show Increased Activity 
s Prices Are Not Particularly Strong 


BOs Ee. 3 5585 n sion 2.06 1.92 
LE | rere 2.00 2.80 
OS | eer rer 1.32 1.14 
PRE Sc cinacetaaeene 42 39 
es |: SSS aera 1.05 97 
EM EOD 6 Sebo dseeree 1.40 1.30 
| ae rei 1.40 1.30 
| eee 2.06 1.92 
IO; SOD iss sind w ew el aw ay 79 


62 93 a: 

No. 6 dry cells, ignition type, unit 
packages, 36c. ea ach, 

Flashlight.—No. 935, 6%. each; 
No. 950, 61%4c.; No. 790, 13c.; No. _ 
19\%&c. No. 750, 13%c. ‘No. 791, 

Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 


BOLTS, NUTS AND RIVETS. 


Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per cent 
off list; tire bolts, 60 and 10 per cent 
off list. 

; Nuts.—All styles, 50 per cent off 
ist. 

Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinners’-riv- 
ets, 60 per cent off list. 


FARM, GARDEN AND LAWN 


GOODS. - 

Garden Hose.—250 to 500 ft. coils, 
% in., 7%c. to 9c. per ft.; & in., 8c. 
to 10%c.; % in., 9c. to 121%4c.; in 50 ft. 
lengths coupled, %c. per ft. higher; 
nozzles, Gem, $5.50 per doz.; Diamond, 
$4.50 per doz.; Nelson Spray, $4 
per doz.; Giant, $3.25 per doz.; reels, 
$1 to $4 each; Perfect hose couplings, 
$2 per doz.; Sherman hose couplings, 
$1.40 per doz.; Perfect hose menders, 
80c. per doz.; hose nipples, $2.40 per 
doz.; hose adapters, $2.25 per doz: 

Shears.— Doo-Klip  grass_ shears, 
$10.80 per doz.; Doo-Klip long handled 
grass shears, $18 per doz. 

Pruners.—Doo-Klip pruners, $106.80 
per doz. 

Sprinklers.—Crown lawn sprinklers, 
$7 per doz.; Crescent lawn sprinklers, 
$6.50 per doz. 

Sprinkling Cans. vanized 
sprinkling cans, 4-qt., $5. 6-qt., 
$6.50; 8-qt., $7.50; 10-qt., $8.40. All 
prices per doz. 


FERTILIZER. 


Old Gardener, assortment No. 1, 
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Frequent turnovers, steady sales, satisfied customers and con- 





sistent profits are taken for granted by dealers handling “*61° 





Quick Drying Enamel. National advertising keeps millions inter- 





ested in this produet. Get the details of the P&L Proposition. 





Pratt & Lambert-Ine., Varnish, Enamel & Lacquer Makers, 114 Tonawanda Street, 





Buffalo, N.Y. In Canada: 20 Courtwright Street, Bridgeburg, Ontario. 


PRATT & LAMBERT 


VARNISH PRODUCTS 
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$98.16 aarertment No. 2, $59.95; as- 
sortment, » $28.73. 

Koppers Velvet Lawn fertilizer, 
33% per cent off retailers’ selling fig- 
ures. 

Loma fertilizer, per case of 24 1-lb. 
cans, $3.60; per case of 12 5-lb. cans, 
$5.04; per case of 10 10-Ib. bags, $7. 


FLASHLIGHT CASES. 


Winchester Flashlight Cases.—No. 
6414, 62c.; No. 6514, 68c.; No. 6824, 
$1.43; No. 6921, $2.40; No. 6924, $2.08; 
all each. 

Winchester Assortment.—No. 1614, 
$2.94 per assortment; No. 6214, $5.04 
per assortment. 


GAME TRAPS. 


Diamond No. 21, $1.35 per doz.; No. 
21% $2.44 per doz.; No. 22, $3.36 per 


oz. 
Victor No. 1, $1.38 per doz.; No. 1%, 

$2.44 per doz.; No. 2, $3.36 per doz. 
Triumph No. 1, $1.32 per doz.; No. 
1%, $2. 20 per doz. 


HOUSE CLEANING SUPPLIES. 


Water Softeners.—Desolvo, 12 oz. 
pkg., $2 doz.; 1 lb. pkg., $3 per doz. 
Mops.—O’Cedar, 33% per cent off 
list; cotton, ." es: _ 12, 7 “4 
per doz.; No. 20, $6; $10; 
$36, $13.50. aw | ‘onan No. Ne 
= 75; No. 2 $4.50; No. 30, $6.75; No. 
$ 40; No. 10 ‘Betty Bright self 
pitunion mop, $8 per doz.; No. 20 
Betty Bright mop cloth, $4 per doz. 

Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., 36: 14 x 18 in., 
$7.50; 15x 20 in., $920 

Waxes.—Johnson paste wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-lb. cans, 
$3; 8-Ilb. cans, $6; Old English, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-Ib. 
cans, $3; liquid wax, Johnson pints, 
75c.; quarts, $1.40; Old English pints, 
75c.; quarts, $1.40. Dealers’ discount, 
33% per cent. 

Sponges.—According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners.— Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
orci 28c. per ft.; extra, 40c. per 
s 


Floor Polishers.—Universal electric, 
$20.65 each net; hand, $3.75 each; 
Old English, $2.60 each. 

Carpet Beaters. — Justrite, $1.10 
doz.; No. 4, $1.20. 


MAIL BOXES. 
The small size R. F. D. mail box 





has been reinstated for city and sub- 
urban uses, and is quoted by jobbers 
at $12 a doz. The Jumbo size has 
been reduced to $2.75 each. 


MILK CANS. 


Prices have been reduced slightly, 
with the 5 gal. size now offered at 
$2.40, and the 10 gal. at $3 each. 


MISCELLANEOUS TOOLS. 


Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 and 
325, 5 ft., $5.40; 5% ft., $6; 6 ft., $7 

Electric Drillis.—No. 141, $24 each; 
No. 142, $32; No. =. $48; No. 562, 
$35.20; No. 382, $41.6 

Files.—Disston, 50 i 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garage er —No. 43, $2 each; No. 

4314, $3; No. 14, $5. 


ORNAMENTAL FENCE. 


Ornamental Fence.—Style LX 36 in., 
ed per 100 ft.; 42 in., $7.20 per 100 


Style F, 36 in., $8.80 per 100 ft.; 42 
in., 39°60 per 100 ft. 

Single Walk Gate.—36 in. x 3 ft., 
$2.50; 42 in. x 3 ft., $2.60; 48 in. x 3 
ft., $2.70; all prices’ each. 


PAINTING SUPPLIES. 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 14%4c. per Ib. in 
100-lb. lots; 10 per cent less in lots of 
500 lb. or more, and extra 4 per cent 
less on lots of a ton or more; turpen- 
tine, 70c. per gal. in barrel jots; raw 
= oil, 15 3/5c. per Ib., in barrel 
ots. 


POULTRY SUPPLIES. 


oye —No. 1, $21 each; No. 
$24.50; No. 3, $22.55; No. 4, $38. ‘50; NO” 
= $15.75; "No. 17E, $21; all prices 
net. 


Brooders.—No. 117, $10.33 each; No. 
118, sins ag No. -. $15.75; No. 80, 
$12°25; 81, $12.95; No. 101, $18.55; 
No. too. $22. 50; all prices net. 

Fountains, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 
each. 

Cel-O-Glass and Vin-Lite.—In 100- 
ft. rolls, 10%c. per sq. ft. to the 
trade. 





SASH WEIGHTS. 


Demand is quiet and prices are 
unchanged at $42 a ton f.o.b. Pitts- 
burgh. 


SCREEN WIRE CLOTH. 


Slight price reductions have been 
announced, and black wire cloth is 
now quoted at $1.55 per 100 sq. ft. 
for the No. 12 mesh, and galvanized 
No. 12 mesh at $1. 65. Bronze wire 
cloth is unchanged: at $5.50 per 100 
sq. ft. for the No. 14 mesh. 


SLEDS. 
Flexible Flyer Sleds, 33% per cent 
off factory list. 
Lighting Glider 1 32 
34 in., $1.20;-36 in., $1.35; 45 Be men. ob: 
47 in., $1 90; 52 in., $2.20. 
All "prices are net each. 


WIRE PRODUCTS. 


Fence Wire i d 
per 100 Ib. Annealed Galvanized 


No. 6 to 9 gage....... $2.85 $3.30 
NG, BD. thovcsesemssvase 2.90 3.35 
MOSEL 2sasaseauesnswes 2.95. 3.40 
i: ee 3.00 3.50 
MO GO .ascntsudeneeeen 3.10 3.65 
GO. VOE kas boxe esas etese 3.20 3.85 
BO: BD. xevccvascessesee 3.40 4.15 
2. | eer ere ee 3.60 4.35 
Barbed wire (per 80-rod spool): 
Z-point cattle ...ccccccccccevcoce $2.70 
BG WE esos kindcnceepesssnees 2.88 
4-point hog .......ccccccccsesces 3.12 
d4-point cattle ...ccccccrcsccccces 2.88 
2-point cattle (special).......... 2.07 


Field Woven Wire Fence (per 100 
rods): 


BUNECER  6bdcrdeGovssvisrevoesesed $39.80 
| POPS Pores errs Perret oe 55.80 
DE onc 4-4 er wnloeeeamennncons 27.70 
WEED v6sbs0 opus seen etaeseeceae 37.00 
MEER Scccuuveuwssansusunevaue> 35.80 
ER fala hoictncutashcasees 45.20 

No. 14% gage: 

Poultry and rabbit small mesh: 
TR BID cose cacensscawcoseossses $3 
SM UES Kbc0sacbsaWose is saded ies 47.00 
Py EE KS kwesevandcovtanevercess 54.25 
ret oerre yy piabacwe are 63.00 


Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 


he ee es C0c. each ....ccce0 
RCM: “énsesaes eae 55c. each 38c. each 
Serer 65c.each 40c. each 
ke: ere re 45c. each 


Bright nails, base, per keg, $2.55 
to $2.60. 





Louisville Merchants Will Apply Credit Survey Findings 


As one of the findings in connection with the Do- 
mestic Commerce Division’s study of credit conditions 
among Louisville retail groceries was that retailer mor- 
tality is due in part to injudicious extension of credit 
by wholesalers, the local retailers have enlisted whole- 
saler cooperation in better credit methods. The Allied 
Food Products Division of the local Credit Men’s Asso- 
ciation plans to cooperate in the undertaking. 

Besides advice to prospective grocers and education 
of going concerns in business methods, the plan worked 
out calls for simultaneous withdrawal of credit by all 
local wholesalers, where the situation seems to warrant 
it. If a retailer has not paid at the end of the specified 


period, his consent will be sought to a Business Service these accounts. 


Reading matter continued on page 74 


Survey by the Credit Association. At the end of the 
30 days’ period of grace, if he has not met his obliga- 
tions, he will, depending upon the findings of the survey 
committee, either be placed on ac. o. d. list by all whole. 
salers in the city, or, if his embarrassment seems to be 
of a temporary character, wholesalers will agree to ex- 
tend further credit, or his business may be liquidated by 
the interested creditors to minimize their loss and save 
as much as possible out of the wreck for the merchant. 

In furtherance of this plan, all members of the Allied 
Products Division of the Louisville Credit Men’s Asso- 
ciation are required to file confidential and complete lists 
of customers, and report new accounts as they are 
opened, for the purpose of establishing their interest in 
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THE F. E. MYERS 





BETTER SPRAYING 


Today finds the prospective purchaser of power spraying equipment better informed and more 
critical than in the past. New and exacting demands are his to be met. New standards must be 
attained. New results must be accomplished. The discriminating buyer must be satisfied. 


Never before has Myers quality in power spray pumps and power spray rigs assumed as great 
importance as it does this year. Scientific development, perfecting and manufacturing—analyzing 
and solving problems of the nation’s leading orchardists is responsible for Myers satisfaction. Per- 
formance in orchard after orchard scattered throughout every fruit growing section offers indis- 
putable evidence of the success of Myers Power Spraying Equipment in the application of spraying 
mixtures under every conceivable condition. 


New machines replace the old ones. New and improved methods are adopted. Where science 
steps in, uncertainty steps out. Contrast Myers perfect and continuous lubrication, easily accessible 
but fully protected working parts, positive automatic control, new suction and sediment improve- 
ments and many more Myers features with all other types—there is a big margin in favor of the 
Myers, which when translated into terms of service means safety of operation, minimum care and 
attention, extreme economy, maximum efficiency, longer span of service years. 


And with this high standard of performance now available in a wide range of styles and sizes for 
both the small as well as the more extensive grower, the Myers line of Power Spray Pumps and 
Power Spray Rigs means more to the dealer and his trade than ever before. 


Most important now is to write or wire us immediately for catalog, information or prices. 


26 cs TT 
i N272Z0._ 200 GAL. TANK 





& BRO. CO. 


ASHLAND | | Cy >) 
LY 


OHIO 


PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 
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(Cleveland oflice of HARDWARE AGE} 


CLEVELAND, Feb. 18.—Hardware business with jobbers is orly 
fair. However, the trade has an optimistic feeling regarding the 
outlook for spring business. A moderate volume of orders are be- 
ing taken for steel goods, lawn mowers, brushes and paints and 
other lines of seasonal goods for spring. Poultry supplies are mov- 
ing well and there is some activity in builders’ hardware. Staple 
merchandise is rather quiet. Retailers are buying cautiously in 
small lots to fill out stocks. Retail business is rather dull. 

Few price changes have been made recently. Prices on steel 
squares have been reduced.and the price situation on this item ap- 
pears unsettled owing to competitive conditions between manufac- 
turers. Present prices on white lead are being guaranteed until 
July 1. There has been some revision on wire prices. Nail prices 
are somewhat irregular. 

Collections are not as good as they have been. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CLEVELAND. 


AUTO TIRES AND SUPPLIES. BUILDERS’ HARDWARE. 


Tires and Tubes.—Mansfield tires, In case lots, lock sets, $5 per doz. ; 
heavy strap hinges, 6 in., $1.55 per 


4-ply balloon, 29 x 4.40, $7.40; tubes, - 

$1.50; 30 x 4.50, $8.25;’ tubes, $1.60: doz.; 8 in., $2.40 per doz.; extra heavy 

29 x 5.00, $9.90; tubes, $1.75; 30 x 5.00, T hinges, 6 in., $1.80 per doz.; 8 in., 

$10.20; tubes, $1.80; 30 x 5.25, $11.90; $2.70 per doz.; 10 in., $4.25 per doz. 

tubes, $2.00; 31 x 5.25, $12.25; tubes, Butts, case lots, 3 in. and 3% in., 

$2.05; heavy duty, 6- ply, 29 x 4.40, l6c. per pair; 4 in., 21c. per pair; 

$9.50: 30 x 4.50, $11.05; 30 x 5.25, for less than case lots, all sizes are 

$14. 30; 31 x 5.25, $14. 70: 33 x 6.00, 2c. per pair higher. Butts with sand 

$17.55: double service, 6- -ply, 29 x blasted finish are 4c. per pair higher. 

4.40, $12.90; 29 x 4.50, $13.25; 30 x Ornamental hinges, standard finish, 

4.50, $13.95: 29 x 5.00, $16.85; 30 x $1 per doz.; nickel finish, $1.20 per 

5.00, $17.30; 30 x 5.25, $19.70: 31 x doz.; sand blast finish, $1.15 per doz. 

5.25, $20.35; Liberty, 4-ply, 29 x 4.40, 

$5.65; 30 x 4.50, $6.30; 29 x 5.00, $7.95; CELL-O-GLASS. 

30 x 5.00, $8.20; 31 x 5.25, $9.85; 32 x Cell-O-Glass in 100 ft. rolls, 10%c. 

6.00, $11.85; high pressure cords, 30 per sq. ft.; glass cloth in 100 yd. 

x 3, $4.40; 30 x 3%, $4.75; 31 x 4, rolls, 24c. per sq. yd. 

$8.45; 32 x 4, $9.05. 

Anti-Freeze Liquids — Denatured CHAINS. 

alcohol drums, 57c. to 64c. per gal.; Coil chain, 3/16 in., $11.85 per 100 

5-gal. lots, 80c. per gal. Prestone, Ib.; 4 in., $10.75 per 100 Ib.; 5/16 in., 

6-gal. lots, $3.60 per gal.; less than $9.25 per 100 lb.; % in., $7.85 per 100 

6-gal., $3.80 per gal. Ib. Cow ties, No. 14, $2.75 per doz.; 
No. 15, $2.50 ner doz. Tie-out chain, 

AXES 60 per cent off list. 
First grade, inate eo ae ELECTRIC FANS. ' 

black finished handled axes 50 A Ree ‘ = 

base, per doz.; unhandled, $15.50 per 1 tobbins & el Raga ee ond; 

doz.; double bitted, handled, $24.50 ating type, $17 each; -in., 27 

: each; stationary 8-in., $5 each. 


per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 


lots weighing 42 to 48 Ib. and smaller FERTILIZER. 
advance for each 6 Ib. additional Gia’ Mdardenbr <$ ib., “S8c:2 20 ab. 
weight increase. bbc.; 25 Ib., $1.12; 50 Ib., $2; 100 Ib., 
$3.90. 
BATTERIES. GAME TRAPS. 
B and C Radio Batteries: _ Victor traps, No. 0, $1.10 me doz.; 
S we | tee See 
y 2 ner doz.; No. 2, "per ioz.: “double 
a grip, No. 91, $2.44 per doz.;, Oneida, 
=. eer 1.92 2:06 jump traps, No. 9, $1.59 per doz.; No. 
BO: EES cshenisce can tet 2.33 2.53 $1.83 per doz.; No. 1%, $2.81 per 
OS. | a a Ae ae 2.80 3.00 *®, No. 2, $4.39 per doz. 
he RIE 2.97 3.20 i 
a Cell A_ batteries, No. 7111, GRASS AND PRUNING SHEARS. 
35%c. in standard packages, 40c. in Goodwin po shears No. 10, $13.80 
broken lots; Columbia igniter dry cell per. doz.; No. 20, $10 per doz.; Clear- 
batteries, 32%c. in standard pack- cut No. 800, 36 per doz.; ; No. 1000, $10 
ages, 36c. in broken lots. per doz.; Wiss, No. 600, $12 per doz.; 
Doo-Klip grass shears, $10.80 per 
doz.; Doo-Klip long handled grass 
BOLTS AND NUTS. shears, $18 per doz. 
achine and carriage bolts, cut Pruning Shears. a. _ 1104, 
Pan hot pressed neat cada punched $11.50 per doz. ; Pexto, No. $8 per 
nuts and lag screws, less than case doz.; No. 5, $3.50 per doz.; Oe. 505, 
lots, 60 per cent off list; bolts with $7.25 per doz.; Doo-Klip pruners, 
rolled thread, % in. x 6 in. and $10.80 per doz. 


smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is LAWN GOODS. 


allowed for full case lots of one size; a 
stove bolts, 75 and 10 per cent off L. R. Nelson Mfg. Co., Perfect 
list; semi-finished nuts in bulk, 60 Clinching hose couplings, $1.90 per 
per cent off list; 54 per cent for doz.; female ends, $1.30 per doz.; Per- 
fect Clinching hose menders, 80c. per 
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packages. 


LEVE [ AN ; Business with Jobbers Is Only Fair 
e Few Revisions Have Been Made ~ 





doz.; Rainbow nozzles, $3.80 per doz.; 
Sprinklers, Rotary, $11.60 per doz.; 

_—- $5.75 per doz.; Crest, $5.65 per 
oz. 


NAILS AND WIRE. 


Nails.—Factory shipment, ¢ar lots, 
$2.35 per keg; less than car lots, $2.45 
per keg for factory shipment and 
$2.65 per keg for stock shipment;. 
other products for stock shipment 
No. 9 galvanized wire, $3.20 per 100: 
lb.; No. 9 annealed wire, $2.75 per 
100 Ib.; polished fence staples, $3.05 
per 100 lb.; galvanized fence staples, 
$3.30 per 100 lb.; coated nails, $2.65 
per keg. 

Barbed Wire. — Lyman, 4-point 
cattle wire, $2.88 per 80-rod spool; 
hog wire, $3.12 per 80-rod spool. 


PAINTS AND VARNISHES. 


Mixed paints, first quality, $2.90 4 
$3 per gal. for colors and $3.05 
$3.10 for white. 

Turpentine in drums, 67%c. per 
gal.; in 5-gal. lots, 85l4c. per gal. 

Linseed oil in drums, $1.14% per 
gal.; in 5-gal. lots, $1.32% per gal. 

White lead in 100 lb. kegs, 14%c. 
per lb.; in 50 and 25 lb. kegs, 144c. 
sg lb.; in 12% lb. kegs, 14%c. per 
lb. 


Quantity discount, 500 Ib. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


POULTRY AND SCREEN WIRE. 


Poultry netting after weaving, 60 
per cent off list; galvanized before 
weaving, 60 and 10 per cent off list. 
Wire cloth per 100 sq. ft., 12-mesh, 
black, $1.60; 14-mesh, $1.90; galvan- 
ized, 12-mesh, $1.80; 14-mesh, $2.50; 
bronze, 14-mesh, $5.50; 16-mesh, $5.90. 


RADIO EQUIPMENT. 


Tubes, CX No. 112A, $2.50; CX No. 
326, $2; CX No. 327, $3; CX No. 380, 
$3.50; CX No. 371A, $2.50. Dealers’ 
discount from these prices, 35 per 
cent. 


ROLLER SKATES. 


Union line, less than case lots, Nos. 
4SC and 5SC, $1.42 per pr.; 6SC, $1.55 
per pr. Chicago line, No. 181, $2.65 
per pr.; No. 183, $2.75 4d pr.; No. 
185, $2.75 per pr.; No. 101, $1.32 per 
pr.; Nos. 103 and 105, $1. 57 per pr. 


ROPE. 


Best grade manila rope at ae 
per lb. for factory shipment:and 22c 
per lb. for stock shipment; sisal rope, 
16c. per lb. for factory shipment and 
16%c. for shipment from stock. 


SHEETS. 
24-gage galvanized sheets, $4.60 per 
100 Ib. 


SNOW SHOVELS. 


Snow shovels, No. 33 galvanized, 
$9.50 per doz.; No. 34 galvanized, $10 
per doz.; No. 36 galvanized, $13.50 
per doz.; No. 35 maple, $18 per doz.; 
No. 31 steel blade, $9.25 per doz.; No. 
27% children’s, $2 per doz. 


STOVE PIPE AND ELBOWS. 


6 in. 28 gage stove pipe, per crate 
of 25 joints, $3.19 for factory ship- 
ment and $3.45 for stock shipment. 
Same, 26-gage, $3.81 for.factory ship- 
ment and $4.15 for stock shipment; 
6 in. corrugated elbows, 28-gage, $1.31 
per crate for factory shipment and 
$1.40 for stock shipment. 
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VCTESTER 


TRADE MARK 


TAKING WINCHESTER 
TACKLE TO THE SPORTSMEN 





















Week of 
Feb. 16th to 22nd 


It’s full time to round 
out your surest selling 
and most profitable lines 
of Fishing Tackle. 









i 














HUTT 


With a further cam- 
paign of advertising 
to follow it up, 
there is sure to be 
pronounced demand 
for Winchester Rods 
and Reels. Call your 
jobber now—secure 
arepresentative stock 
line includes exquisitely of Winchester 
made bamboo rods, steel rods and Tackle — and you'll 
precision-built reels — angling have no call you 
equipment which will win the out- can’t supply when 
door man’s affection as complete- the fishing season 
ly as a Winchester Gun. opens. 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 


Presented in full color covers in the 
April issues of eight of the leading 
sporting magazines, the beauty of 
Winchester tackle will be strikingly 
brought to the attention of the anglers 
of America at the zero hour. The 


( 
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ELL BUILDERS 
THE SCHLAGE tine 


AND THEY CONTINUE 
TO BUY IT 


It is one of the reasons why hardware dealers prefer 
to sell SCHLAGE Button Locks and Builders’ Hard- 


ware. 


Builders prefer the SCHLACE Installation, it saves 


time—no mortising necessary. 


No piated steel sets to cause dissatisfaction, as all 
SCHLAGE Locks are furnished with solid brass trim 


only. 


No. E£58—Futuristic design en- 
trance door set. One of several 
striking modern designs © which 
are helping SCHLAGE dealers 
sell more SCHLAGE Locks. 


(No. E58) 


You sell satisfaction, security and quality, when you 
sell SCHLAGE. It will pay you to investigate. Tear 
out this ad and attach it to your letterhead for 
more information. Ask about our Dealer Coopera- 
tive Sales Policy which is building bigger and more 
profitable Builders’ Hardware departments. 


SCHLAGE LOCK COMPANY 


Factory and Executive Offices—San Francisco 


New York City 


Chicago 
71 Murray St. 


549 W. Randolph St. Branch Warehouses: 











Victims of Volume 
(Continued from page 26) 


a certain profit on an article, and that profit is more 
than taken up by the costs of serving the customer, then 
that customer is not worth going after, and the seller 
may find that perhaps 25 per cent of his field is of this 
class. 

“We need to supplant the craze for volume with a 
reasonable passion for profits,” said a speaker at a re- 
cent convention of the United States Chamber of Com- 
merce. “At the very root of our difficulty is a craze for 
volume. We would sooner have volume than profits. 
A full factory and red ink seems as popular as a 60 
per cent operation and plenty of black ink—the top busi- 
ness may cost more than it is worth.” 

Another dangerous tendency that is seen among the 
“victims of volume” is that of selling “terms” rather 
than goods. This tendency was recently characterized 
by J. H. Tregoe, executive manager of the National 
Association of Credit Men, as the most dangerous busi- 
ness tendency of the day. 

In no better way may the results of this craze for 
volume be seen than in the lists of those “victims of 
volume,” the commercial failures. Figures recently re- 
leased show that there has been a startling increase in 
their numbers during the last two years. 


Ix 1926 there were 21,773 commercial failures for 
a total amount of $409,232,000. The same figures for 
the year 1927 show a decided increase to 23,146 failures 
in amount of $520,104,000, or about 1500 more failures 
for almost $111,000,000 more. 

To remedy this condition, and to cut down on the 
number of “victims of volume” who every year are 
threatened with bankruptcy, leaders have advised every 
business man to ask himself the following questions: 

“Are you selling ‘Terms’ or Goods?” 

“Are you overemphasizing the value of production in 
your field?” 

“Are you watching volume or overhead ?” 

“Are you buying bargains or merchandise?” 

“Are you overextending installment selling ?” 

It is well to remember that prosperity does not depend 
on production, but largely on other things as well. Among 
some of the causes for prosperity are: a sound political 
and government background, against which industry, 
business and farming can operate; plenty of capital to 
operate industry, business and farming; plenty of men 
to use such capital wisely and productively, and plenty 
of buyers for what capital is producing. 

Prosperity of the right sort can’t be brought on by 
doubling production. Any increase in that direction 
must be made gradually, not only in the production de- 
partment, but in every other branch of the organization. 
Defiance of this precept makes “victims of volume.”— 
American Mutual Magazine. 


A dusky lady went into a drug store and asked for one 
cent’s worth of insect powder. . 

“But that isn’t enough to wrap up,” said the clerk. 

“Nemind ’bout wrapping’ it up. Jes blow it down ma 
back, dassall.” 
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Wrapping and Packing Survey 
Shows Variation in Supplies 


The greatest progress yet made toward standardiza- 
tion of department-store wrapping supplies has been 
in wrapping paper and tissue, according to the findings 
in the Simplified Practice Division’s preliminary survey 
in six stores in different cities. Three sizes of wrapping 
paper were found used by all six stores, with four addi- 
tional sizes out of a total of eight used by four or more 
stores. Tissue is being purchased in most of the stores 
in basic sheet sizes. 

There was slight approach to standardization, however, 
for most supplies. Out of 148 different sizes of set-up 
boxes found in the six stores, only 4 sizes were used 
by more than one. Only 6 out of 58 different sizes of 
folding boxes were used by more than one store, and 
none by more than two. There were seven different 
sizes of folding boxes within the length range of 9 to 
10 inches. Only 1 out of 46 different sizes of corru- 
gated boxes was used by two stores. The showing was 
a little better for bags, of which 12 out of 73 different 
sizes were used by two or more stores, one size being 
employed by 5 out of the 6. There were found 9 dif- 
ferent sizes of bags within the 11 to 12-inch length range. 
Four different widths of gummed tape were found in 
use. There were 16 different sizes or kinds of twine or 
cord in use, only 1 of which, apparently, was used in 
more than one store. 

Bags and boxes much too large for the merchandise 
were found used by certain departments of stores hav- 
ing the “clerk wrap” system. If the department’s stock 
of supplies was exhausted no renewals were made until 
the next day, and in the meantime the nearest sizes of 
supplies were used. One store was found using die-cut, 
gummed-lip bags, although they never were sealed. 

The study of wrapping methods in the same stores 
brought out a wide variation in practice. The six stores 
were using twenty-three different methods of taping a 
package, regardless of the width of tape used. There 
were found eleven different methods for tying cord or 
twine around a package, one of them involving the waste 
of from 6 to 25 inches of twine cut and thrown away 
on every transaction. 

The simplification of sizes and varieties of wrapping 
supplies for department stores, which is the ultimate aim 
of the study, contemplates not confining the range of 
supplies to a very narrow margin but making it broad 
enough to meet the reasonable demands of all sizes of 
department stores. 


Urges Home Building Activity 


The great possibilities for stabilizing the construction 
industry by accelerating building activity in the field of 
residential buildings and improvements to existing dwell- 
ings were pointed out by the Secretary of Commerce to 
the representatives of over sixty trade associations and 
other groups allied with construction at the National 
Business Survey Conference held in Washington, Jan. 
21. Admitting that this field is in some ways the most 
difficult to cultivate, Secretary Lamont told the construc- 
tion group that their job is to survey the market as it 
stands today and attempt to broaden the demand. 
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PRICES A ND DETAILED 
INFORMATION ON TURNER 
BLOTORCHES 


The pump is a vital and important 
part of a blow torch. Pumps that 
are built in Turner Blotorches are 
themselves a time-saving feature. 
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MORE EFFICIENCY—tThe pump on 
a Turner Blotorch delivers more 
pounds of pressure per stroke. 
SELF LUBRICATED WASHER (B) 
contains petroleum jelly which keeps 
leather soft and pliable. * 
SELF-FORMING CAP — Plunger 
pulls up into cap (A) forming the 
leather for insertion into the cylinder % : 


(C). 
MASTER 
THE TURNER No. 45 


In name and in performance the Turner No. 45 is the Master. 
It is a tool that everyone likes the moment they see it. 


TURNER | KEROSENE 
No 45, | GASOLINE 





Has automatic safety valve. 
Orifice cannot become enlarged. Adjusting needle is 
separated from shut-off. Small wheel handle on ad- 
justing needle prevents undue leverage. 
Air adjusting tube provides correct entrainment of air 
for any gravity fuel. 

Send Coupon below for more complete information 
See SSS SS SB SSS SSS TEESE ST SSS SSS eee Se 
THE TURNER BRASS WORKS. 


801 Park Ave., Sycamore, III. 
(Western Branch—324 No. San Pedro St., Los Angeles, Cal.) 


Please send us discounts on Turner Blotorches illustrated above 
DE eed cea S eA wh He EAMEMe NSS Sele aa ase ha tues daease-ee eas eeelaeeee 
UE aie sie dal iudnid alia dalse rain Sulan's k eau pesmeRewand aelansciees weneasaeved 
TERE aio cibiee inina 0b + cisiedibnp mine wie sieia'e samen’ DO Naladwincietesscawenes 


Pe PO Wee mia cas cde civing esses bes seabed cada dentsenlioniscsecews 
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| Glass Knobs and Pulls 
In 6 Fast Selling Colors 


Assortment No. 129 








eeco. 


€ OL ORED GIA 








Put up by “TEGCO” in a Display Box that 
makes sales right from the start. 


A Special Assortment of 12 dozen Knobs and 6 
dozen Pulls in six colors to match each other, as 
well as modern home decorations. 


What a convenience—Knobs and Pulls in sep- 
arate compartments, but in the same box—no 
time lost matching the colors. Order NOW at 
new LOW prices. 


Sold by Leading Jobbers. If your Jobber can- 
not supply you, write to us for name of nearest 
distributor. 
Weight packed for shipment 
is 35 lbs. 





Size of Knobs, 1%” 





Design Patented 
11-30-26 






Actual Size eZ Bolt 
to Bolt, 3 





Manufactured exclusively by 


TECHNICAL GLASS CO., Inc. 


561 Broadway 
New York 


2025 E. 48th St. 
Los Angeles, Cal. 
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Government Census to Provide Radio 
Sales Figures 


In addition to a census of radio receiving set owners 
in the United States, the 1930 federal census will include 
the first complete government record ever made of radio 
sales, according to a statement today by the Radio 
Manufacturers Association. 

The radio census of 1930 is being made at the direct 
request of the Radio Manufacturers Association, first, to 
secure data .on the market for radio products, second, to 
ascertain accurately the radio audience and for radio 
advertising data, and third, to secure more accurate 
figures on the 1929 sales of radio products. 

The question “Have you a radio set in your home?” 
will be asked in the government census of all heads of 
families. This will give data on radio population with 
accurate detail by states and counties, as well as nation- 
ally. It will be of assistance to the Federal Radio Com- 
mission, to broadcasting interests, and also to radio 
advertisers, giving the coverage of broadcasters. 

The cooperation of radio owners in making the gov- 
ernment census complete is being urged. The informa- 
tion cannot be made the subject of either congressional 
or state taxation. This assurance has come from the 
Department of Commerce and Census Bureau officials. 
The possibility of taxation of radio receiving set owners 
has blocked previous attempts to take an owners’ census. 
The census law has a specific provision that the data 
and information secured in 1930 cannot be used for 
taxation purposes. Efforts in Congress in the past to 
have a radio owners’ census taken and also through the 
Post Office Department have been opposed because of 
the possibility of taxation of receiving set owners, which 
is opposed by radio industry interests. 


Tue radio owners’ census also will give the manu fac- 
turers reliable data regarding potential markets in vari- 
ous states and communities. It will show the districts 
where radio is not extensively used as yet. 

Last August when the federal authorities began work 
on plans for the 1930 census, the question of having the 
government take a radio owner census was broached to 
Secretary Lamont of the Department of Commerce by 
Bond Geddes, Executive Vice-President of the Radio 
Manufacturers Association. The movement was sup- 
ported and assisted by broadcasting interests and also by 
officials of the Department of Commerce, including Mr. 
T. Marshall Jones, Chief of the Bureau of Electrical 
Equipment. Recently the negotiations for the radio 
census were concluded in Washington with Census 
Bureau officials by Mr. William Alley, Merchandising 
Manager for the Radio Manufacturers Association, and 
Mr. Frank D. Scott, its Washington legislative counsel. 

In addition to the radio owners’ census, the Radio 
Manufacturers Association also arranged for a census to 
be taken of radio sales in 1929. This will be divided 
to show the value of receiving sets sold in 1929 and also 
other radio products, including tubes, loud speakers, etc. 
This data will be secured from radio dealers. In the 
past only a limited number of dealers have reported to 
the Department of Commerce, and the new census is the 
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first ever taken by the Census Bureau regarding radio 
sales. 

In the census of receiving set owners no attempt will 
be made to ascertain the type or variety of the radio 
sets owned, as between battery or tube sets, or the degree 
of obsolescence, but the census is expected to be of great 
value both to broadcasting and manufacturing interests 
as a means of determining the radio listening popula- 
tion, as well as radio markets. 


Reading List on Direct Mail Selling is Available 


The Domestic Commerce Division has just completed 
a revision of its multigraphed reading list of publica- 
tions on “Direct Mail Advertising and Selling.” The 
46 books and pamphlets, and references to over 100 ar- 
ticles published in trade journals in the last three years, 
were selected because of their specific bearing on sub- 
jects frequently included in requests for information 
addressed to the Domestic Commerce Division. 


Pexto Fender and Body Tools 


Additions have been made to the Pexto 
line of fender and body tools, manufac- 
tured by the Peck, Stow & Wilcox Co., 
Southington, Conn. The new tools are 
the No. 5 fender spoon, the No. 900 fen- 
der scraper, the No. 1908 fender flange 
tool and the No. 9300 dolly block. They 
are all of original design, states the manu- 
facturer. 

The No. 9300 corner dolly block is de- a 
signed to accommodate any curved surface = Hi 
from % in. to 8 in. in diameter. It is made 
to reach the corners where runningboard 
and fender meet and where the tire well is 
dented. This tool is for use on the bead 
of doors and bodies and on the corners of 
steel doors. It is made of forged steel 
and weighs 2 lb. The block measures 4% 
in. by 1% in. by 1% in. 

For scraping the under surface of fend- 
ers, the No. 900 fender scraper has been 
designed. The edges are specially ground 
and tempered to cut the tar, dirt, gravel, 
etc., from underneath fenders, and the 
same time not scrape off the paint. Front 
fenders can be scraped with the bent end. 
The straight end is for use on the rear 
fenders and flanges. 

Fender flange tool No. 1908 is particu- 
larly adapted for use on deep fenders. It 
will straighten any fender with deep or 
narrow flanges, and it serves to reseat the 
twisted or stretched reinforcing wire that 
lines the edge of the fenders. This tool is 
made of forged steel, hardened on working 
end and with a japanned body. It is made 
of 34 in. octagon stock and is 15 in. in 
length. The width of end is 1% in., and 
the weight is 1% Ib. 

The new type No. 5 fender spoon is 
designed especially for working out the 
dents over the front fender brackets. It 
has a long oval face and thin tip well 
adapted to dry under the bracket so that 
the dents can be easily dinged out. The 
head measures 234 in. by % in., and the 
handle is 3 in. by 7% in. Each spoon weighs 
13 oz. 

With the exception of the corner dolly 
block No. 9300, these tools are packed in 
boxes of six. The dolly block is packed 
one in a box. 





No. 9300 
Corner Dolly Block 





No. 5 
Fender Spoon 


No. 1908 
Fender Flange Tool 





No. 900 
Fender Scraper 








OPPOSITES IN USE 
Alike in 2 
— Standard 


Usefulness wena 
Popularity Specialties 





THE RIXSON 
| FRICTION STAY 





RIXSON RIXSON 
FRICTION OLIVE 
STAY KNUCKLE 
HINGE 
When doors, hinged Where doors must 
windows and transoms swing with the ease of 
must not swing sell efficient hinges, and 
this simple, effective attractive design is 


also a factor, sell this 
practical reproduction 
of the old French 
Olive Knuckle.  In- 
creased strength has 
been supplied, while 
cost-to-make has been 


Rixson Friction Stay 
to hold them depend- 
ably in position. Six 
friction surfaces one 
inch in diameter re- 
sist drafts and gravity, 


but yield to human 

pressure. Perfectly brought down. As a 
simple construction. result leading archi- 
Suitable for applica- tects are specifying 


Rixson Olive Knuckles 
for hospitals, hotels, 
apartment houses and 
residences. 


tion on a wide range 
of ordinary jobs. 


For full descriptions and 
illustrations write us di- 
rect, or refer to Sweet’s 
Architectural Catalog. 





THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, IIl. 
New York Office: 101 Park Ave., N. Y. C. 


Philadelphia Atlanta New Orleans Los Angeles Winnipeg 














Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 
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New York Jobbers Issue Greetings Setting 
Forth Distribution Ideals 


ARLY this year the Metropolitan Wholesale Hard- 

ware and Housefurnishings Association issued a 

New Year’s greeting that set forth its distribu- 
tion ideals. In resolution form this message went out 
over the signature of E. R. Masback, the association’s 
president. A copy was sent to all manufacturers who 
supply members with merchandise. Some interesting 
viewpoints are offered in this message, which reads as 
follows: 

“Our organization is not quite a year old, but, never- 
theless, we are going to celebrate a New Year’s party 
if our manufacturing friends will participate. 

“Our association believes that the jobber is the most 
economical medium through which hardware can be 
placed in the hands of the retailer and consumer. 

“Our association likewise believes in doing everything 
in its power to help both the retailer and the manu- 
facturer. 

“Our association believes that the only justification for 
reduced prices on the part of manufacturers lies in a 
reduction in the cost of production, and that lowered 
prices do not stimulate demand. 

“Our association believes that each and every manu- 
facturer should adopt a definite sales policy and adhere 
to it. 

“Our association believes that where possible manu- 
facturers should adopt fair resale prices that will show 
individual jobbers and retailers a fair margin of profit, 
over and above their cost of doing business. 

“Our association believes that manufacturers should 
use every effort to reduce their selling expense by elimi- 
nating the great duplication of effort and expense which 
exists when they attempt to serve the retailer as well as 
the jobbing trade. 

“Our association believes that our manufacturers 
should give more thought to their packing, so that the 
dealer in turn may have a better appearing store and 
receive merchandise in containers that present a salable 
condition. 

“If our manufacturing friends want to wish the mem- 
bers of our association ‘A Happy New Year,’ how can 
they better do it than to advise our members that their 
sales policies concur with the views expressed .in this 
letter. 

“Among the New Year’s resolutions that the writer 
is certain the individual members of our association will 
make will be the following: 

“Be It Resolved, That we will cooperate to the full- 
est extent with manufacturers maintaining a favorable 
jobbing sales policy. 

“Be It Resolved, That at all times we will have the 
interests of the retail hardware trade at heart, with a 
view of improving their position and, if possible, their 
profits. 

“Be It Resolved, That we will attempt to convince 
those manufacturers whose sales policy is unfavorable 


to the jobber that the jobber is the most economical 
medium of distribution. 

“Be It Resolved, That we will use clean and honest 
methods in all of the dealings with our manufacturing 
friends, to assist them in their problems, so that they, in 
turn, may make a fair profit. : 

“Be It Resolved, That we, of the Metropolitan Whole- 
sale Hardware and Housefurnishing Association, will 
use every effort to raise our own standards of doing 
business so that each and every transaction, be it with 
manufacturer or retailer, will stand out as an example 
of the Golden Rule and will represent a fair business 
transaction. 

“Be It Resolved, That we thank those of our manu- 
facturing friends who protect the legitimate jobber, and 
that we will use every effort to further their interests, 
and 

“Be It Resolved, That we will use every effort, as job- 
bers, to make the hardware industry more pleasant and’ 
more profitable for all concerned in the coming year. 

“And lastly, the members of our organization extend 
to your organization, and the members thereof, every 
good wish for the holiday season—health, happiness, 


prosperity—for the year 1930.” 


Interstate Merchants Hear Bankers’ 
Association Head 


Over 1500 merchants and buyers attended the opening 
banquet session of the Interstate Merchants’ Council at 
Hotel Sherman on Feb. 4, and heard John G. Lonsdale, 
president of the American Bankers’ Association on pilot- 
ing one’s way through modern business. 

“We are just beginning to discover,” he said, “that 
communities cannot isolate themselves from the rest of 
the world and round out their existence without due 
regard to what their neighbors are doing. Each commu- 
nity, to realize its highest success, must base its plans and 
actions on a knowledge of what is transpiring, not only 
immediately around it, but in State and nation as well. It 
must fit itself into the picture as a whole. How can the 
small manufacturer and retailer take advantage of the 
new discoveries and innovations that are constantly be- 
ing brought to light?” he asked. 

“You hear on every side that it’s the big corporation 
that is enabled to maintain a research department and 
carry its investigations to successful conclusion. That’s 
true in a measure, although the little fellow, if he is alert, 
can do some needed experimenting of his own. As to. 
the retailer, the big corporations are not only willing but 
anxious to pass on to him helpful trade facts, all the re- 
sult of careful analysis. Then there are books and maga- 
zines of every description whose pages the business man: 
should find time to study for enlightenment.” 
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Washing Machines Take 19 Million 
Pounds Copper 


Approximately 6,700,000 electric washing machines are 
estimated to be in use in American homes, according to 
data on the washing machine industry just compiled by 
the Copper and Brass Research Association. This total 
indicates that about one-third of the 19,000,000 wire:l 
homes in the United States include electric washers in 
their equipment, leaving some 12,000,000 homes as a 
potential market for new sales. 

The association’s data disclose that there has been a 
progressive annual increase in washing machine sales 
from 554,000 in 1923, to approximately 870,000 in 1929. 
Discussing prospects and consumer buying habits, the 
association says: 

“It has been ascertained that approximately 25 per cent 
of all prospects buy machines. Therefore, would it not 
seem reasonable on this basis to assume that 3,000,000 of 
the 12,300,000 wired homes not equipped with machines 
may ultimately purchase electric washers? 

“Every year sees the number of homes in the United 
States increase by 300,000, 25 per cent of which, or 75,- 
000, may be assumed to be good prospects for additional 
sales. Replacements, as well as new developments in de- 
sign, have not been considered, although the latter may 
well exercise an important influence on future marketing.” 

On the basis of last year’s rate of sales being maintained 
for the next few years, at least, the association estimates 
that there is a potential market for approximately 19,000,- 
000 pounds of copper per year in washing machines fea- 
turing copper tanks and other vital parts of copper, brass 
and bronze, including also copper used in the necessary 
electrical equipment. 


Women’s Bureau Criticizes Low Chain 


Store Wages 


Analyzing a report of the Women’s Bureau of the 
Labor Department on limited-price chain department 
stores by Miss Mary Elizabeth Pidgeon, of the Bureau 
staff, it said, in part: 

“Twelve dollars a week can scarcely be called a living 
wage in this day of high costs, but $12 was found to be the 
medium—or middle point—of the earnings for a week in 
the last quarter of 1928 of slightly more than 6,000 girls 
in 179 limited-price stores scattered throughout eighteen 
states and five additional cities. 

“Only 7 per cent of the girls earned as much as $18, 
while 70 per cent earned less than $15, and 25 per cent 
less than $10. 

“Medium earnings were $12 in Boston, $13 in In- 
dianapolis, $14 in New York City and Milwaukee, and 
$18 in Chicago. 


Just when we were congratulating ourselves on having 
foiled the “two cars to a family” automobile salesman 
by proving we had no family, we met a jeweler who re- 
buked us for wearing a wrist watch in the evening. 
Heaven only knows how many of life’s complications 
are due to these sales arguments anyhow! 





NEVER BEFORE 
SUCH QUALITY AT THIS PRICE 


wx KF SICcaOo 
HEAT (Reg. U. 8. Pat. Off.) “JUNIOR” 
Electric Soldering [ron 


Designed along the 
same lines as_ the 
ESICO industrial 
irons in use by the 
U. S. Navy, and 
large electrical and 
radio factories. 
Has grade A nickel 
chrome _ elements, 
wound on highest 
quality mica insu- 
lation. 


Retails at 
$2.75 


Just the iron for 
mechanics or 
householders. 
Weighs only one 
pound—easy to 
carry—and is built 
and works like the 
larger ESICO 
CONSTANT 
DUTY _ industrial 





irons. Considering 
quality and price, 
you can’t beat it 
for a real seller. 


Built for long use. 





Besides being substantially built, the ESICO “Junior” 
is attractively finished, with mahogany anti-heat handle, 
and blue steel one-piece case. Packed six in individual 
boxes, or 3 in boxes and 3 on a display board. Ask 
your Jobber about ESICO “Junior.” If he can’t supply 
you, write us direct. 


Electric Soldering Iron Co., Inc. 
135-143 W. 17th St. New York, N. Y. 














POULTRY NETIING | 


fr Profitwith \ 


107.0 wy fee 
Product 


€ Look for the tag, carrying our name, at the end of every roll! 


re = The Gilbert & Bennett Mfg. Co. 


Establiched 1818—America’s Oldest Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


Mew Vork City 


Georgetown, Conn Chieage Kaneae Dey 
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When you hand a 


eustomer a Maydole 
there are no argu- 
ments to answer and 
there will be no com- 
plaint, he knows it 
is the best hammer 


that money ean buy. 


You’ll sell more hammers if you 

display and recommend Maydoles. 

Your jobber can supply you with — 

standard assortments or the styles 
and weights you need. 


Write for free supply of Pocket 
Handbooks 23 “C” 


Maydole 
Hammers 


The David Maydole Hammer Co..Norwich NY 























Strong Woodenware Demand 


Created by Leitz Display 


(Continued from page 33) 


Leitz Company sold more clothes 
racks than they had sold in the entire 
previous year. Ladder sales were also 
stimulated to a marked degree in 
spite of the fact that they were shown 
out of their active selling season. 
All in all, the firm demonstrated 
in no uncertain manner that the way 
to sell merchandise is to give it 
proper display. 

Perhaps the most interesting 
phase of the woodenware display is 
that the effects were felt for many 
weeks afterward. Time after time, 
customers entered the store and 
asked to see one of the articles, 
which had been featured in the dis- 
play, with the remark, “I saw it in 
your window some time ago.” There 
can hardly be more conclusive evi- 
dence of the sales power in good 
window display. 

Woodenware also deserves more 
prominent and _ effective — display 
within the store than is accorded it 
by most hardware dealers. True, 
most every hardware store can pro- 
duce from the basement or some 
other hidden and out of the way spot, 
nearly any woodenware item that is 
asked for, However, it is well to 
keep . in* mind the people . that 
need woodenware, but won’t ask for 
it unless they see it displayed. If it 


is impossible to display the line 
prominently on the main sales floor 
at all times, due to space limitations, 
then the line should be shown at 
regular intervals in some location 
on the sales floor, which has been 
temporarily cleared away for the 
purpose. Let store visitors become 
impressed with the fact that the 
store has a complete line of. wooden- 
ware by letting them see it.. 
Merchandising ability plus a de- 
sire to make the most of the sales 


literature and display helps provided. 
by manufacturers, characterizes the _ 


policy of the Leitz Hardware & 
Paint Co. Every piece of manufac- 
turers’ display material received by 
the firm is carefully stored in a 


special file in the basement until it. 


can be used. Nothing is thrown 
away unless if is worn out or out of 


date. This store is emphatically not , 


a source of waste in dealer help 
material, for every aid is really used 
in a most efficient manner. 

“Make every postage stamp carry 
a full load” is another business get- 
ting slogan of the firm. Every state- 
ment and every letter that goes into 
the mail carries with it an appropri- 
ate stuffer. It is not at all unusual 


’ for customers to come into the store 


carrying stuffers mailed previously. 





In 1930 ‘Americans Will Spend 
Nine Hundred Millions for Housefurnishing Lines 


(Continued from page 27) 


ures given here as a_ percentage 
guide, you can arrive at an approxi- 
mation of the housefurnishings de- 
partment sales possibilities in your 
own bailiwick. Such figures will be 
close enough to give you a picture of 
the market, which should inspire 
your merchandising activities in 
household hardware. 

As an example—should your com- 
munity’s retail purchasing power be 
$1,000,000 per year, the sales of all 
household goods should be (4.8 per 
cent) $48,000, out of which you 


should share in (38.20 per cent) an- 


estimated $18,336, broken up as per 


| the percentages indicated. This ex- 


ample, worked out’ on the basis of 


one million dollars, may be used in 
any multiples. If your local purchas- 
ing power is $5,000,000, all numbers 
are multiplied by five, and so on. 
When you know the figures for 
your community and have broken 
them down to volumes in specific 
lines, you are in position to judge 
whether or not your sales in such 
lines are in proper proportion. You 
must consider, also, the number of 
competitors you have on each line. 
While this plan of reasoning can 
never give you actual dollars and 
cents, you can determine whether or 
not your sales volumes in these lines 
are as they should be. If not, then 
your methods require correction. 


2 
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Radio Manufacturers Association Board 


Held Recent Meeting in Cleveland 


Measvres to increase services 
to radio manufacturers were adopted 
and many important problems con- 
sidered at a meeting held in Cleve- 
land on Feb. 10, of the Board of 
Directors of the Radio Manufac- 
turers Association. Addition of new 
services to RMA members was 
ordered, together with changes in 
the RMA organization to make it 
more effective for the needs of vari- 
ous groups, such as receiving set, 
tube, and other manufacturers. 
Development of an associate mem- 
bership of the RMA to include 
manufacturers of products affiliated 
but not directly engaged in the mak- 
ing of radio products also was dis- 
cussed by the Board of Directors. 
This is in charge of Chairman N. P. 
Bloom of the Membership Com- 
mittee, and Mr. Lester E. Noble of 
a special committee to consider the 
development of the associate mem- 
bership. 


Awonc the new services ap- 
proved by the directorate were sur- 
veys. of advertising practices, con- 
ducted by the RMA Statistical and 
Merchandising Committee, under the 
direction of their respective chair- 
men, George C. Furness and Major 
H. H. Frost of New York. There 
is now being mailed to RMA mem- 
bers results of the first survey of 
advertising practices of. receiving 
set manufacturers. This informa- 
tion will guide manufacturers in the 
disclosure of the division of radio 
advertising in newspapers, maga- 
zines, billboards, broadcast and 
other forms. Similar advertising 
surveys of practices among tube 
and other manufacturers will soon 
be distributed to members. Returns 
of questionnaires regarding 1929 
and current production of radio re- 
ceiving sets are not yet complete. 
It is hoped to compile them soon. 


A DDITIONAL services to RMA 
members in connection with finance 
problems also was ordered by the 
Board of Directors. 


The Merchandising Committee 
held a special meeting in Cleveland 
and heard suggestions from a com- 
mittee representing the Radio 
Wholesalers Association, including 
Harry Alter, president, of Chicago ; 
Harold J. Wrape of St. Louis, J. N. 
Blackman of New York City, the 
latter the newly elected president of 
the National Federation of ‘Radio 
Associations. .They urged espe- 
cially that receiving set manufac- 


turers adopt a plan of selling and 


shipping sets equipped with tubes. 
This has many merchandising diffi- 
culties and will be subject to future 
discussion. 


Wirn the appointment of Mr. 
Ben G. Erskine, of Emporium, Pa., 
as Chairman of the Convention Com- 
mittee of the Radio Manufacturers 
Association, rapid progress is being 
made on plans for the annual con- 
vention and trade show of the RMA 
at Atlantic City next June. The 
trade show arrangements are being 
pressed by Chairmen Jess B. Hawley 
and G. Clayton Irwin, Jr., trade 
show manager, while Mr. Erskine 
has charge of the convention and 
also the large annual banquet of 
the RMA. Mr. Erskine also is 
chairman of the association’s broad- 
casting committee. 

At the meeting of the RMA 
Board of Directors held in Cleve- 
land, plans of Chairmen Hawley 
and Erskine for the elaborate 
events and entertainment of the 
radio industry at Atlantic City next 
June were approved. From radio 
jobbers and dealers also assembled 
in Cleveland for their annual con- 
vention there were reports and as- 
surances of an attendance at the At- 
lantic City convention and trade 
show equalling, if not surpassing, 
the great throngs which have at- 
tended the last three industry 
gatherings at Chicago, the largest 
of any industry in the . United 
States. 
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A Bakatax save your time by show- 
ing the tack size on the end of 
each individual box. There it is 
for the consumer to see without 
tearing open half a dozen boxes 
to find what he wants. And the 


Size Shown 
on Each Box 











i 

















modernly designed Bakatax dis- 
play box looks well on a promi- 
nent counter or table where it 
will remind consumers that they 
need tacks. Bakatax are rust re- 
sisting, sanitary and attractively 
blued. Just send a card giving 
your name and your jobber’s 
and you will receive samples 
of Bakatax. Geo. Baker & Sons, 
Inc., Brockton, Mass. 
AULA LP 
Send fora FREE SAMPLE 
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Speed Up 
the 
Wheels of 
Industry. 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 
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Hot of th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources, 
contemporary puts it: “Some of them 
have been copied, the rest will be.” 


Asa 











“Who’s the absent-minded one 
now?” said the professor in trium- 
phant tones suddenly producing a 
couple of umbrellas from under his 
arm, as he and his wife were return- 
ing from church. “You forgot your 
umbrella, and I remembered not only 
mine, but yours as well.” 

His wife gazed blankly at him. 

“But,” she said, “neither of us 
brought one!” 





First Mother: “De you know | 
have the time of my life keeping dirt 
out of my children’s ears.” 

Second Mother: “It’s just the same 
with me. My husband doesn’t seem 
to care what he says in front of the 
children.” 





Hubby: “You never tell me any- 
thing. Your life is a closed book to 
me.” 

Wifey: “Well, old dear, you’re no 
loose leaf ledger yourself.” 





“Where is your doll, dear?” asked 
the family visitor. 

“Oh,” said the infant calmly, “the 
boy next door has the custody of the 
doll and I’m awarded three lollipops 
a week alimony.” 





Sunday School Teacher: “In what 
book do we find the account of the 
false prophets ?” 

Little Boy: “In Pa’s income tax 
book.” 





Surgeon (to attendant): “Go and 
get the name of the accident victim 
so that we can inform his mother.” 

Attendant (three minutes later) : 
“He says his mother knows his 
name.” 





He: “We are coming to a tunnel— 
are you afraid?” 

She: “Not if you take that cigar 
out of your mouth.” 


First Burglar: “Any luck’ lately, 
Pete?” 

Second Burglar: “No, worked on a 
safe for three hours, and when I 
finally got it blowed open it was 2 
radio.” 





Salesman (showing customer some 
sports stockings) : “Just the thing for 
you. Worth double the money. 
Latest pattern, fast colors, holeproof, 
won’t shrink, and it’s a good yarn.” 

Customer (politely): “Very well 
told, too.” 


Upon the ground surrounding a 
dnospital-torthe insane, a man sat fish- 
mg in a flower bed. A visitor pass- 
ing by, wishing to be affable, re- 
marked, “How many have you 
caught?” 

“You're the fifth,’ was the reply. 





Mrs. Newlywed: “We have got to 
economize.” 

Newlywed: “Well, you can begin 
by making the biscuits lighter.” 





Joan, aged five, out to tea, was 
puzzled when she saw the family bow 
their heads for grace. 

“What are you doing?” she asked. 

“Giving thanks for our daily 
bread,” she was told. “Don’t you give 
thanks at home, Joan?” 

“No,” said Joan, “we pay for our 
bread.” 


Mrs. Idlechat: “Why do you dislike 
that tune so much?” 

Mrs. Knagg: “Oh, it’s the theme 
song for my husband’s bath.” 








And I guess by now we have all 
heard of the Scotchman who opened 
his pocketbook in January and had 
a June Bug fly out of it. 





The average American family con- 
sists of 4.1 persons, we read, and you 
have one guess as to constitutes the 
.1 person. 


Husband: “Your check to the gro- 
cery man has just come back from 
the bank, marked ‘No funds.’ ” 

Wife: “That’s queer. I saw an ad 
im the paper only yesterday that the 
bank has a surplus of over $3,- 
000,000.” 


= 


_A-y@img salesman was seen to turn 
away .ffom a prospective buyer of an 
electri¢ washing machine, a disgusted 
look in his face. The “boss” imme- 
diately wanted to know why. 

“She doesn’t want an electric wash- 
ing machine,” the young man replied. 
“I explained in detail just how to 
operate it, turned on the current, and 
showed her how it works, and finally 
she pointed to the hole in the bottom 
and asked: 

““*What is that for?’ 

“*To let the water out,’ I said. 

“Oh, then, it doesn’t wash by elec- 
tricity, does it? You have to use 
water !’” 








A diplomat isa gentleman who can 
tell a lie in such a manner to an- 
other gentleman (who is also a diplo- 
mat) that the second gentleman is 
compelled to let on that he really be- 
lieves the first gentleman, although 
he knows that the first gentleman is 
a liar, who knows that the second 
gentleman does not believe him. Both 
let on that each believes the other, 
while both know that both are liars. 





“ How long you in jail fo’, Mose?” 

“Two weeks.” 

“What am de ch’ge?” 

“No ch’ge, everything am free.” 

“Ah mean, what has you did?” 

“Don shot my wife.” 

“You killed yo’ wife and only in 
jail fo’ two weeks?” 

“Dats all—den I gets hung.” 





An old-fashioned marriage is one 
that lasts at least until they get to 
Niagara Falls. 
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% - A ANSON —- 
a Automatic Scales 


HANSON SCALE CO. 
Established 1888 
523 N. Ada St., Chicago 
Makers of Health, Kitchen, Utility, Diet, 


Postal, Nursery, and Dairy Scales, Hang- 
ing Balances, Scoops and Attachments. 






















Ome 


The Kitchen Scale 


Weighmaster No. 1170 








The Most Complete Line tin 
Model 
on the Market —_ $3.00 





Weight 244 Oz. 


ANNOUNCING * 


The New “Light Six” Model of the 


FARRAND RAPID RULE 


The Original Rigid—Flexible—Concave Rule 





REZNOR MANUFACTURING CO., MERCER, PA. 


























ODEL ‘“‘C’’ is the answer of Hiram A. Farrand, in- 

ventor and manufacturer, to the increasing demand 
for a less expensive, but equally efficient, rigid-flexible, 
Farrand Rapid Rule. 


The NEW Silvery urrand Rapid Rule. . oe the tl alana ae 
| hetae iets 00 tas Geleivotor of this type of tole waten 
McKAY TIRE CHAINS has modernized the ancient methods of measuring. And, 


as in the motor world, the ‘‘light six’’ is offered, not at 





‘ = 

renege wey ncn because og a sacrifice of efficiency and durability, but with only 
uilt to last, because theyre equipped wit slight concession in external finish and design. 

a better fastener, because the silvery finish The rule blade of the new model retains the funda- 

adds to the car’s beauty. mental features of accuracy, neat and distinctive gradu- 

ations, the flexible-rigid characteristics which have made 

UNITED STATES CHAIN & FORGING CO. <i = — —— for — A — B m 

s di . Only in the rule holder has there been change. The 

Union Trust Building, Pittsburgh, Pa. holder for Model C is simplified in design, lighter in 





weight, and less elaborate in finish. The principle of 
the internal coil is maintained. 


eae 
MSKAY TIRE CHAINS Model A "Model B Model ¢ 
— . Nickeled Holder Brass Holder Nickeled Holder 


8-ft. rule 6-ft. rule 6-ft. rule 


ei 
$5.00 $3.75 $3.00 
C Distributed Through Wholesalers 
Manufactured by 
HIRAM A. FARRAND, Ine., Berlin, N. H. 


@* > =“ - @ 


THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


@ | RUBBER GOODS AND SPECIALTIES | 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 
370 ATLANTIC AVE., BOSTON, MASS. 


e—- tt ~~ <= & 
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Turn the leaks of your community 










| into quick 50c sales with 
THIS CHISEL POINT— 


that makes every 
leak-repair job so simple. Leaks in 
boilers, gas tanks. piping, metal drums, ete., 
fixed for good. in 3 minutes, with the 


JIFFY Boiler Plug 


that needs only to be driven past the first thread, 
tightened, to give a waterproof, airproof, dust- 
proof seal 






? 
| 


exclusive feature 


are 


Sample of 
Jiffy Plug free 
to any dealer 
who desires to 


12-Sales without any effort at all see it before 





Have your jobber send you the attractive Jiffy buying. 
12-sale Display Card. You need no other sales- 
man for these quick, neat profits. 

JOBBERS: 


THE JIFFY BOILER PLUG CO. 


9114 St. Clair Ave., Cleveland, Ohio, U. S. A. 


Send for free 
catalog pages. 


| Se 








Cap’n Mark says: 


“If I were a-sellin’ Rope, 
I’d certainly sell Colum- 
bian Tape-Marked. It 
has more real good sellin’ 
points than any rope I 
know of—and it more’n 
measures up to them.” 


Write our nearest branch for any 


information. 


Columbian Rope Company 
352-80 Genesee Street 
N. Y. “The Cordage City” 





Auburn, 
Branches:— 
New York 





Chicago Boston New Orleans’ Philadelphia 











IWAN Post Hole Diggers 
Are Advertised to Help You 


They sell on merit. 


We do not 
“private brands” for 
any Jobber, or 
compete with you 
by selling to Mail 
Order Houses. 
Your Jobber 
supply you 
genuine 
Tools. 


IWAN BROS., Mfrs.. SOUTH BEND, IND. 


wn, 
HERE’S the Latest— 


A handy clothes reel that can 
be tucked in the suit case, or 
hung up anywhere. POLLY 
PRIM PORTABLE, Comes in 
four gay colors. 


make 


will 
with 
IWAN 
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Write for complete data and price. 


FULTON LIN E 
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PATENT NOVELTY COMPANY 


Ine 


ULTON ILLINOIS 








Jotnt CONVENTION, 


Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CONVENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 
1930. Charles F. Rockwell, sec.-treas., 342 Madison 
Ave., New York. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Marion Hotel, Little Rock, May, 1930. Exact 
date to be decided later. L. P. Biggs, sec., 815 South- 
ern Trust Bldg., Little Rock. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur 
R. Craig, sec.-treas., 804-6 Commercial Bank Bldg., 
Charlotte, N. C. 


LouIsIANA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Hotel Roosevelt, New Or- 
leans, June 9, 10, 11, 1930. Guy Nason, sec., Starkville, 
Miss. 


MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExursiTion, Grand Rapids, Feb. 18, 19, 20, 
21, 1930. Headquarters, Hotel Pantlind. Exhibition 
will be held at Klingman Exhibition Bldg. A. J. Scott, 
sec., Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION Con- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 


MIssIssIPPI RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, White House, Biloxi, June 
16, 17, 18, 1930. Guy Nason, sec., Starkville. 


NATIONAL RETAIL HARDWARE ASSOCIATION CON- 
Gress, St. Louis, Mo., June, 1930. Herbert P. Sheets, 
managing director, 130 E. Washington St., Indianapolis, 
Ind. 


TERCENTENARY CONVENTION AND EXHIBIT OF THE 


New ‘ENGLAND HARDWARE DEALERS’ ASSOCIATION, 
Mechanics Bldg., Boston, Mass., Feb. 20, 21, 22, 1930. 


Headquarters Hotel Statler. George A. Fiel, sec., 80 


Federal St., Boston, 9. 


PANHANDLE 
TION CONVENTION, 
later. C. L. Thompson, sec., 

SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, week of Feb. 24, exact date and 
place to be announced later. H. L. Boyd, sec., Spring 
Arcade Bldg., 541 South Spring St., Los Angeles. 


SoUTHERN HarpWARE JosBeRS’ ASSOCIATION AND 
AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Galveston, Tex., April 7, 8, 9, 10, 
704 New Orleans 


HARDWARE AND IMPLEMENT ASSOCIA- 
April, 1930. Place to be announced 
Canyon, Tex. 


1930. Sidney St. J. Eshleman, sec., 
3ank Bldg., New Orleans, La. 

SoUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, comprising the State asso- 
ciations of Alabama, Florida, Georgia and Tennessee, 
Atlanta, Ga., May 13, 14, 15, 1930. Walter Harlan, 
sec., 701 Grand Theater Bldg., Atlanta. 
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Readers Comment on “The Fork in the Road” 

PiTTsBURGH, Pa.—Last evening I read your article, 
“At the Fork of the Road,” appearing in the HARDWARE 
AcE, Jan. 23, and I want to tell you that we agree with 
your ideas completely. 

Over a year has passed since this company decided 
which road we would take. As you are probably aware, 
we are telling the hardware trade of the country about it 
quite regularly in your publication. 

Nothing has developed to change our opinion—on the 
contrary, we are more convinced that we are right as 
the days go by. 

W. A. Scort, 
Manager of Sales, 
Mckinney Manufacturing Company. 


(Signed ) 


Rep WinG, Minn.—We want to express our appre- 
ciation of your Jan. 23 “At the Fork of the Road.” 

It seems to the writer that in all the varied argu- 
ments for and against chain stores, they all lead up to 
the one thing, “If the chains can distribute merchandise 
at a saving and fill a certain niche in selling, they are 
bound to survive.” And all the legislation investigation, 
etc., in the country won’t do away with them. If they 
cannot justify their economic existence, eventually they 
will have to cease operation. 

The biggest evil in their methods is the unfair and 
unethical cutting of prices on standard, nationally- 
advertised brands, then making it up and more so on 
inferior lower cost merchandise. 

And you have struck the proper attitude when you 
put it up to the manufacturer who is selling, both chan- 
nels, the chains at a preferential discount. 

If the chains and other‘cut-price stores cannot secure 
the nationally-advertised lines to use as a price football. 
the independent dealers are given an even break, and 
then it’s strictly up to each to hold his place on a basis 
of service and value, the same as it has always been be- 
tween competitors. 

We hope you keep up the good work started, and feel 
continued effort along that line will result in the better 
manufacturers correcting the evil. 

(Signed) Frep T. RockKweE tt, 
A. Swanson’s Sons. 


Refuses Information 

TALLAHASSEE, FLA.—‘‘We make no report to out- 
siders” is always our answer to numerous requests for 
confidential recommendation that come to us from mail- 
order houses. We believe that it would be a good prac- 
tice for all independent retailers to refuse to give any 
report to any outsider on any local party. If the local 
party is good, then a good report may be had through 
such established channels as Bradstreet and Dun. If 
the local party is not good risk, just so let it be not 
said. 

When the independent merchant gives a good report 
on a good risk, he is giving away business to which he 
and his fellow merchants are justly entitled. If he gives 
a bad report, it is likely to come back on him, even 
though it was strictly confidential. 

Please pass this idea along. Your editorial, “At the 
Fork of the Road,” certainly is a good one. 


(Signed) P. L. Yon. 















‘Cus die Hardware Dealer 
Sell These Tools ? 


YES! Because Body and Fender service, which requires: 
many small hand tools, is becoming increasingly widespread. 
YES! Because of the growing demand among mechanics, 
doing such work, for high quality well designed tools. 

YES! Because Fairmount Drop Forged Tools are popular 
among mechanics for their practical quality and utility. 

YES! Because many hardware dealers are now handling 


Fairmount Tools with success. 
Write for descriptive literature or 
Ask Your Jobber’s Salesman 
Apprentice Kit No. 625 


Retails for $8.50 


jirHe 
|FAIRIOUN 


T 
(7 


GIVE SERVICE AND SATISFACTION 


10611 QUINCY AVE CLEVELAND, OHIO 





FAIRMOUNT TOOLS 


Laste 


Roll Up Your Profits 


ACME Casters sell as easily 
as they roll. The ball-bear- 
ing feature makes it possible 
to move furniture easily and 
noiselessly with full protec- 
tion for floor covering. 










The demand for ACMES increases year by year. Pro- 
gressive dealers everywhere now sell these modern 
casters. You can easily build up your caster business 
by handling ACMES. Generous profits. Quick turn- 


over. Write for sample and complete details. v 


THE SCHATZ MANUFACTURING COMPANY 
Poughkeepsie, N. Y. 


AGENTS: J. C. McCarty & Co., 258 Broadway, 


New York City 
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“Go 


to your 
hardware 


dealer 
for 
Brown 


& 
Sharpe 


Tools’ 


This is the slogan the Brown & 
Sharpe Mfg. Co. has always 
used in selling small tools 
through the hardware dealer. 


In such words has the impor- 
tance of the hardware dealer 
been recognized. Skilled me- 
chanics know the Brown & 
Sharpe dealer as “the place to 
go for dependable precision 
tools.” Our advertising is help- 
ing to increase the number of 
these profitable customers. 


Send for a copy of our Small 
Tool Catalog 31. Brown & 
Sharpe Mfg. Co., Providence, 
Rm. i. 


BROWN & SHARPE 


ToOoLs 


“World’s Standard of Accuracy” 














All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7 7 7 s 








~ Manufacturing Co 


ERIE, PENNSYLVANIA 
“ Branch Offices. 
sr Yah a 


Boston, 7 
San Francisco, 703 Market St. 
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Next Summer 


Late winter and spring finds unusu- 
ally busy days at ship yards up and 
down the coast. Boats of all kinds 
are being reconditioned and re- 
equipped for the coming summer. 


In almost every one of the many 
active yards you will find thousands 
of American Screws being used 
in boat building and repair work. 





\a\a la lle 


American Screws are selected be- 
cause their strong slots stand the 
strain of automatic or hand driving; 
their true running threads hold them 
permanently in place. You can do 
any job better with American Screws. 


\ali 


\ 


An extensive advertising campaign is ap- SOY 6 
pearing to help you sell American Screws. - # 
TIRE woOoD STOVE MACHINE 
BOLTS SCREWS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST PANDOLDH ST.CHICAGO, ILL. 


Put It Together With Screws 





This Hickory Forest 
Alumnus will Hind a 


ff 














¢/ SALLEE 
HANDLES 


Heavy freight cars 
move from the Sal- 
lee mill month by 
month loaded with 
rich Arkansas hick- 
ory timber ueatly 
milled into tool han- 
dle cargo. Along 
these trains are tags 
directing Sallee han- 
dle shipments to im- 
portant industrial 
centers where rail- 
road shops, mines, 
dredge boats, high- 
way camps and farm 
homes divide these 
stocks for every type 
tool. And many of 
the cars rumble on 
to the_ seaboard 
where steamers wait 
in dock to hurry 
Sallee hickory 
handle orders to for- 
eign ports. 

For almost fifty 
years superior 
handles have grad- 
uated at the Sallee 
mill and gone as 
Arkansas hickory 
forest alumni to re- 
sponsible johs every- 
where. 











Write for price lists ‘ 
and grading sheets. a y 


SALLEE BROS=- 




















POCAHONTAS, ARK. 


“Years of experience—from tread mill to 
modern plant production.” 
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Wood parts painted 
green with narrow 
yellow stripe. Fur- 
nished with 20” 
either wood or 
metal wheel. 





Style 
No. 4. Garden 


FAIRBANKS 


Here’s an attractively finished Fair- 
banks Garden Barrow in three sizes— 
Nos. 3, 4 and 5—built to best serve the 
average householder, gardener and 
florist. 

Strongly constructed, ruggedly braced, 
and perfectly balanced, it “Shoulders 
the Load” and carries it with an EASE 
that makes wheeling it a pleasure. 


A good seller. 
Other styles of barrows both steel and 
wood, for every purpose. 


Complete catalog and_ trade-prices 
upon request. 


The FAIRBANKS Company 


BOSTON NEW YORK PITTSBURGH 
FACTORY—ROME, GA. 


Distribution in all principal cities 











CORBIN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screw 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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For Selling Big Quantities of 
Popular Priced Hardware 





Nothing equals Duluth Table Display for profi- 
itably moving popular priced merchandise, plainly 
priced for self-selling. The picture illustrates a 
typical Duluth Merchandising Display. Duluth 
Merchandising Methods will help you sell more 
and make more profit as it has hundreds of other 
retailers. Write today for new Portfolio of 
Duluth Sales Plans—explaining Duluth Methods 
and showing how and why these plans can aid 


DH 


DULUTH SHOW CASE CO. 
Duluth, Minn. 5002 Wadena St. 








Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores en and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners —— Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the peovions issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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Install 
DISPLAY 
BOARD 
No. 22011 


You'll Suggest 
to Customers 
the need of 


CABINET 
LOCKS 
























ABINET Locks are an almost universal need 
—an Eagle Display Board shows your cus- 
tomer just which one he wants. 


Only a small investment and this display board— 
with stock—works for you. 


The Eagle Line includes the complete range of 
Cabinet Locks. 











Ask your jobber for Display Board information 


E) | 


EAGLE LOCK CO. | | 


CNCTAL Nae. 
26 Warren Street -- New York, 
521 Commerce St. 114 Bedford St 


Bronch Offices: 
177-179 N, Franklin St. 
Philodelpnia, Pa. Chicogo. Hil. Boston, Masg 
Works ot Terryville, Conn. 





























When Mr. Average 


Customer Buys. . 


N your experience, what does the average cus- 
tomer want when he buys a lawn mower—the 
man who has a nice medium sized lawn which 
he wants to keep looking well? See if this doesn’t 
about hit the nail on the head. 


First, he comes home tired and doesn’t want to 
break his back. Therefore, he wants a mower 
which is light and very easy to push. 


Second, he doesn’t wish to have to mow it twice 
at right angles to get a smooth lawn. Once over 
is enough for his appetite. 


Third, he wants a mower that will cut as well the 
second season as it did the first and without a lot 
of tinkering in the meantime. 


Fourth, for a machine like that he is willing to 
pay, not a fancy, but a fair price. 


‘The Automatic Jr. line fills the bill. They are 
light machines, very easy to push and are dur- 
able. There are no bearing adjustments to be 
made, because the adjustment is maintained auto- 
matically. Moreover, the Fafnir Ball Bearings 
used are a quality product that resist wear and 
maintain the reel shaft in the accurate alignment 
which is essential to continued satisfactory service 
and a smooth lawn. Finally, though not cheap, 
the Automatic Jr. line is reasonable in price and 
within the reach of the average purse. 

Those who sell and those who buy and use the 


Automatic don’t regret it. We will be glad to 
furnish particulars to anyone who is interested. 


ie 


BALLS SUPPORTED 
AT 2 POINTS 














FLAT BALL RACE 
L_ RACE GROUND TO FIT 
BALL CURVATURE 







SEALED AGAINST DIRT 





ORDINARY BALL BEARING FAFNIR BALL BEARING 


BLAIR MANUFACTURING COMPANY 


Established 1879 


Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 
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Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 


George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 








VOLUME and PROFITS 


In Selling 


__ MODEL, 
a 4-6 







SKYSCRAPER 
Rubbish Burners 
often sell them- 
selves by their 
strong, neat ap- 
pearance. They 
are easier to stock 
and ship, too, be- 
cause they come in 
knock down form 
packed in individ- 
ual cartons. 
There is a_ real 
volume and a real 
profit in SKY- 
SCRAPERS. 


Homes, Stores 
Factories and 
Institutions 


Ask your jobber or write to us. 
Distributed by 


EASTERN NAIL COMPANY 


170 Union Avenue, Providence, R. I. 
California Representatives 
PACIFIC SALES COMPANY 

718 Mission Street, San Francisco, Calif. 














KEY BLANKS 


This Company has long been known as the leading manu- 
facturer of key blanks and key machines. Completeness of 
the line — quality of the product and quick service from 


our branch offices are, 







accepted as the 


key blank. 


is everywhere, 


standard 






INDEPENDENT LOCK CO. 
FACTORY AND GENERAL OFFICES AT 
FITCHBURG - - MASS. U.S A. 































WHEN CUSTOMERS 


BUY 
ATLAS TACKS |, 
€. SMALL NAILS 


THEY REMEMBER 
WHERE THEY BOUGHT 
THEM ~~---~ EVERY 
TIME THEY USE THEM 












ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 
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A Quick Acting Clamp 
for Boat Builders 
Cabinet Makers and 
General Use 


This Hammer & Co. Malleable Iron Build- 
ers’ Clamp is a big seller for all general 
purposes. 

Tilting the sliding jaw a little allows it to 
slide up or down, to engage the ratchet at 
any desired point, when a turn of the screw 
clamps the work securely. The clamp is 
disengaged with the same ease and quick- 
ness. 

A stiff frame and jaw, a screw of semi- 
steel, and no riveted parts to become loos- 
ened, assure complete satisfaction to every 
user. 

Send for Prices on our Complete Line of 

Malleable Tron Specialties. 





Malleable Iron Fittings Co., Branford, Conn. 








The “Ajax” 


REVERSIBLE BEVELED SIDE PLATES 


iS 


—“ 


MT 
LAW 


PF 
wee 








TYPE 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 

The reversible beveled side plates present a 
pleasing and neat appearance when applied to the 
door. 

Send for Catalogue No. H 42 


~(CHICAGO)— 
SPRING HINGES 


Chicago Spring Hinge Company. 


NEW YORK 
A. 








CHICAGO 
U.S 























Sell Them 
by the set 






Sets of 9, 11, 17 bits are fur- 
nished In compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in work, 
— — 7 é —, * gy! LJ ‘a a LA sovanteen times. ‘tae 
out the value je case, its use eeping its in near 
hand, preventing loss, etc. Try it. order’ end * 

Forstner Bits are the only bits that sre not dependent on a center or « 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth end 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving s smooth hole and clean. polished surface. 


Let us send you catalogues. Order through your jobber or direet 


The Progressive Manufacturing Co. 
TORRINGTON, CONN,, U. S. A. 























oe ad 


Santer 


<< 


What Modernizing 
Means to You 


. f- 
ith modern me 
store to COPE WIE ust 
A hase yag end keen competition spe dis- 
f i lessly up-to-date. Every! in the bac 
= “ Jy *notina jumbled ne 2g en where 
play . , « but outint le it. For 


demand. An 
. re-equip a 
will help you poet up-to-date mo 


this ad, pin to your 
igation. 
no obliga _ _ 


CO 
ac. HELLER & OHIO 
ba Bryant Street, MONTPELIER 


HELLER 


STORE EQUIPMENT 


BUSINESS BUILDING 


The Snyder 
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We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate expressly for the purpose at our 
own works. Have specialized in this 
sled for over 40 years. Also STAMP- 
INGS. 


Buy from Headquarters and save 
money. Send for 45 page Catalog. 
It contains practical washer informa- 
tion that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 


The World’s Largest Producer of Washers 


MILWAUKEE 
WROT WASHERS / 








SPEED UP 













SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 




















Armstrong Bros. 
Write Today 
for Catalog 








Reversible 


Ratchet Stocks 


This stock is indispensable on some work 
—threading pipe in awkward corners, etc. 
It will often save its cost on a single job. 
Fits all standard dies within its capacity— 
reverses instantly, and will thread a pipe 
end projecting but an inch. From the line 
of 7cetonaaaaaal BROS. Better Pipe 
ools. 


ARMSTRONG BROS. TOOL CO. 


314 N. Francisco Ave. CHICAGO 




















tite anice profit 


Write for Catalogs and Prices 
The Stewart Jron Works Company, Inc. 
540 Stewart Block, Cincinnati, O. 


Fs 
EVERYTHING 
in IRON, WIRE 
and —s 










PELOUZE 
New Household Scale 
DE LUXE 


Capacity 24 pounds by 
ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 
enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 


PELOUZE MANUFACTURING CO. 


232 Kast Ohio Street, Chicago 
Manufacturers of reliable scales for 
many purposes. Send for catalogues. 


Specify “PELOUZE” in ordering of your jobber 


No. £30—Enamel Dial 
T-30 with Scoep 
Ne. G30—Glass Dial 





Where Speed Means Profit 







The Segal Key Cutter cuts all makes 
of flat, cylinder, or paracentric keys 
ACCURATELY, at the rate of a key 
a minute. That’s why the 
Segal Key Cutter 
pays for itself in a few 

months. So sim- 








ple anyone 
can operate 
Sa it. Used 
4” successfully 
) by hundreds 
of hardware 
dealers. Made 


Segal Lock & Hardware Co., Inc. 
12 Warren St., New York City 


Makers of jimmy-proof locks, latches and padlocks. 


by— 


Write for 


Literature. 





















BETTER 
wr and PAILS 


Guaranteed to out- 
last 3 to 5 of the 
ordinary kind. 
Nationally known. 
1 Newillustrated cat- 
alog of complete 
WITT Line mailed on request. Write 
NOW! 


THE WITT CORNICE CO. 


2114 Winchell Ave. Cincinnati, Ohio 

















SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 
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Up-to-date Catalogs 
You should have at hand 


Stanley Tool Catalog No. 129 
Stanley Hardware Catalog No. 14 
Stanley Electric Tool Catalog No. $59 


Send for Copies 
THE STANLEY WORKS 
New Britain, Conn. 


STANLEY HARDWARE & TOOLS 





Granite 
Cutters’ 


Tools and 
Supplies 


Complete catalog on request. 


TROW & HOLDEN CO. 


Barre, Vermont 











R. MURPHY’S 
STAY-SHARP KNIVES 


A full line of PAPER- 
HANGERS’ Knives 










. P Made in 5 styles 
pam No. oe Point 
336” blade 
va — No. 3 Round Point 
ack. 3%” blade 
No. 2 Square Point 3%” 


blade 
No. 3 Square Point 3%” 
blade 


4 
No. 1 Square Point 3” blade 
Write for catalog showing com- 
plete line of STAY-SHARP and 
THMPERITE knives. 


ROBERT MURPHY’S SONS CO. 
AYER, MASS. ESTABLISHED 1850 





Nation-wide popularity plus national ad- 
vertising is the combination that “looks 
good”’ to Iver Johnson agents. 


Send for Proposition C on 


IVER JOHNSON 


Bicycles, Velocipedes and Juniorcycles 
Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


Chicago 
108 W. Lake Street 


New York 
151 Chambers Street 


Ogden, Utah 
2327 Grant Ave. 
San Francisco 
717 Market Street 














PRENTISS VISES 
CHENEY NAILERS on 
CHENEY HAMMERS “#3 


Quality tools that build profitable 
business for you. 


Send for our latest catalogs—now. 


PRENTISS VISE CO. 
106-110 Lafayette St. 


Ly 


New York | 











E MARK oFAGOODM 





















POWER 


Power and adaptability have kept this “B. & C.” Adjust- 
able “S’” Nut Wrench the leader in its field. Five Sizes: 


6” to 14”. Send for Catalog 


Bx(s BEMIS & CALL CO. 
MARK Springfield Mass. 

















This unique 
Style “S” 

Display makes 
quick sales of 


Moore Push-Pins 
Decorative Moore Push-Pins 
Moore Picture Hangers 


World-famous devices to Hang up things. ‘Your jobber will 


supply you promptly. 


MOORE PUSH-PIN COMPANY 





Wayne Junction, Philadelphia 
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Quick Results From the Classified Section 








Hardware Age, 239 West 39th'St.,{New)Y ork 


“Classified Opportunities Section’’ 


Of LO IM gf OW gp GO gO Nh IO Gg hI a Ig GIO Ie, 
a Mig GO Ia GI gO GO Py a A Te Ia II Cree I, 


ROG I aI 
IO i Oa Ie I GIR PC 
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CLASSIFIED OPPORTUNITIES 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 














CLASSIFIED ADVERTISING RATES BOXED DISPLAY RATES POSITIONS WANTED ADVERTISE- 
Opportunity Exchange Section Ute eos oSakiod sae $5.00 MENTS—50% off rates quoted 
ate Te Each additional inch.............. 4.00 
Set Solid. Minimum of 5 lines...... $3.00 Address your advertisements and replies to 
Each additional line............. .60 ‘ f _ . ee HARDWARE AGE, Classified Opportunities, 
iit Gastiin Sheen ot © Mans;.. 000 Discounts for Classified Advertising 239 West 39th St., New York City 
f ae : Beit ad o iz Neer Oo, 
Each additional line............ .80 4 insertions, 10% “— 8 insertions, 15% HARDWARE AGE is published each Thursday. 
Average 10 words to a line Forms close Nine Days previous to date of 
Allow One Line fer Keyed Address Remittance Must Accompany Order publication. 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 


























BUSINESS OPPORTUNITIES 


POSITIONS WANTED 











COIN CONTROLLED SCALES 


FAIRPONT MANUFACTURING CO. 
Department E, 241 Rusk Ave., Milwaukee, Wisc. 





New Penny Slot Seales, direct from factory, $25 down, balance $5 
rer month. ‘They will pay for themselves. Get list of our scales and 
vending machines of which we have more than 50 distinct types. 














_—— 





NEW PRODUCTS 


1-719, c/o Hardware Age, New York City. 





Manufacturer having ample facilities to add twenty hardware special- 
ties. Will consider any product of merit. Full details of 1929 volume 
and complete description of products must accompany first letter. 
Special attention will be given new and unmarketed_ inventions. 
Articles with volume possibilities given preference. Address Box 














WANT TO BUY AT ONCE Retail Hardware and Housefurnishing 


Store in a desirable location with good future possibilities and in a 


growing 


community. Stock inventory about $4500.00. For consideration reply Sr 
to principal, giving price, terms, rent, size of store, etc. Address Box I-713 


care of Harpware AcE, New York City. 





FOR SALE—You cannot beat our proposition. Wonderful hardware 
business established for years in best location. Good lease. Owner retiring. 
Will sacrifice. Address WM. E. BARNES, INC., Memphis, Tennessee. 





FOR SALE—Old ——— hardware, sporting goods and radio business 
in live city, northern New York. Address Box I-709 care of HARDWARE 


AcE, New York. 





POSITIONS WANTED 





MARRIED MAN, SEVERAL YEARS’ EXPERIENCE hardware and 
mill supplies, also as manufacturers’ representative selling Eastern jobbers. 
Interested straight sales or agency proposition. East preferred, but loca- 
tion is secondary. Address Box 1-708, care of Harpware AGE, New York. 








YOUNG MAN, seven years’ experience in General Hardware, desires 
connection with retailer or jobber in Metropolitan district. Capable of 
managing retail store. Address Box I-717, care of HARDWARE AGE, New 
York City. 








SALES ACCOUNTS WANTED 


MANUFACTURERS REPRESENTATIVE—Located in New York 
City for the past 10 years wishes additional staple lines for Hardware 
and Mill Supply Trade. Have excellent connections with Resident Pur- 
chasing Companies. Hardware Dealers and Large Consumers. Address 
Box I-700, care of Harpware Ace, New York City. 








SALES REPRESENTATIVES WANTED 








SALES REPRESENTATIVE WANTED 
Traveling salesman already covering Southern and Southeastern States with 
one or two other lines to sell our complete line of a and quality 
wood, metal and metal covered tool chests on commission bas 
We desire a permanent connection and have an attractive proposition for an 
aggressive representative at present well acquainted with the Southern 
Hardware trade living possibly in Atlanta, Georgia or Birmingham, Alabama. 
Address: Sales Manager, 
UNION CHEST AND CABINET CORPORATION, 


Rochester, N. Y. 














HELP SPECIALISTS 


STATE 


MALE AND FEMALE 


FOR THN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 





FOR THE HARDWARE INDUSTRY IN NEW YORK 


BVERY APPLIOANT INVESTIGATED AND GUARANTEED 


112 W. 42nd Street Bryant 7374-5-6 











YOUNG MAN—college education—thoroughly experienced in all branches 
of the Hardware ond Housefurnishings business. Four years as Assistant 
Buyer and Department Manager in ee York Department Store, 


and four years as Salesman for prominent 
obber. Desires position with a future. Address Box I-718, 
Tarpwarre Ace, New York City. 


ardware and Housefurnishings 


care of 


AN OPPORTUNITY for ‘satan: who are now hii on avn andi 
paint or department store trade to add to their line a nationally known 
insecticide. Liberal straight commissions. Address MR. GREY, 1444 West 
37th Street, Chicago, II]. 








HARDWARE-HOUSEFURNISHING SALESMAN—Large New, York 
City jobber requires EXPERIENCED outside salesman. Commission. 
State full particulars for consideration. Address Box I-715, care of 
THlArDWARE Ace, New York City. 





SALESMAN WANTED-—Side line, to.sell high grade line of toy 
vehicles to hardware dealers, retail hardware and furniture stores. Liberal 
commission on sales in exclusive territory. P.O. BOX No. 511, Sheboygan, 
Wisconsin. 


WANTED—Experienced Salesman accustomed to visiting hardware 
and housefurnishing trade. For the conscientious, intelligent worker here 
is an opportunity. State of Ohio is the territory. Address Box I-714, 
care of Harpware Ace, New York City. 








WANTED by manufacturer of complete line of builders’ hardware and 
other specialties, a representative for Eastern Canada including Ontario, 
Quebec and maritime provinces, to sell on a commission basis. Address 
application to Box I-701, care of Harpware Acz, New York. 





ROPE SALESMEN WANTED—100 per cent pure Manila rope 17c. Ib. 
basis. Fast selling side line, five per cent commission. UNITED FIBRE 
args Mima § 82 South Street, New York City (Foot of Wall St., and 

ast River). 





Pn eat ae _—— — Pipe ores a gas stove, and lasts a 
ife-time very stove dealer a prospect erritories open. McCarth 
Mfg. Co., Pear Ave., Cleveland. Ohio. ' “ 











LET US Help You Word Your “Want.” 
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INDEX TO ADVERTISERS 


LAE TE EET 
$e, 














THE ADVERTISERS 


INDEX is published as a convenience 


and not as a 


No allowance will be made 


part of the advertising contract. 
for errors or failure to insert. 


Pyvery care will be taken to index correctly. 





A 


Addison-Leslie Co. .....-.0+-+4- -— 
Allen, L. B., Co., Inc......+00% -- 
Alliance Mig. Co.......00+.s0 — 
Allith-Prouty Co. ......c0e.se0e 94 
Almo Trading & Imp. Co....... — 
American Chain Co............ — 
American Fork & Hoe Co...... _ 
American Gas Machine Co...... 14 
American National Co.......... _ 
American Nut & Bolt Fastener 
Ge caes Ath esanne oe huNeee = 
American Ring Co. ............ _ 
American Saw & Mfg. Co...... — 
American Screw Co. ........... 89 
American Sheet & Tin Plate Co. — 
American Stainless Steel Co..... — 
American Steel & Wire Co...... 1 
American Swiss File & Tool Co. — 


American Telephone & Telegraph 
Ph. Cihtdnekabeneees eee ene soe — 
American Weekly 
Ames Shovel & Tool Co......... _- 
Anti-Borax Compound Co....... - 
NE TDS 6 bn ss00s0055%e0 - 
"= A i errr er -- 
Armstrong Bros. Tool Co....... 


Armstrong Electric & Mfg. Corp. — 
Arsmetsong Mig. Co... ..:.5606.09 - 

Associated Factory Distributors... 
Atkins & Co., E. 
Atlas Ansonia Co... 
ee Se 6 


Atomister Corp. 


Babcock Co., The W. W........ 

ene BO. osaweecss ded eens - 
ee a ee 
Barney & Berry, Inc............ - 
Bes asi need caetun - 
Barton Corporation 
Bassick Co. 
ee ee ae eer - 

Beckley Ralston Co......... — 
Ee be a 
Bernz Co., Inc., Otto........... -- 


Bartlett 


Bethlehem Steel Co............. 
Birtman Electric Co..........++ 
Bissell Carpet Sweeper Co....... — 
PE EE Beha nesta eccunseus 
Biniedell Peach Co. ...065 2060004 
Bommer Spring Hinge.......... 100 
Bosley Co., D. 
Boston Varnish Co............ 
Hose & 


Soston Woven 
Co. 
Boucher Mfg. Co., H. 





ek Bee: Ce, Bs. Bcc cicvees 
co GT a 6 een a 
Brecher, August 
Bridgeport Chain & Mfg. Co.... 
Bridgeport Hardware Mfg. Co.. 


Bridgeport Screw Co........60 
Brown & Sharpe Mfg. Co....... 
Brush-Nu Co. 
Buffalo Wire Works Co., 
jurnley Battery & Mfg. Co..... 


Carborundum Co. 


ERRMOT RENE, RIDSe ng aiendsacsses -- 


Chain Phoducts Co. 2.0 0s005 coe 


Champion De Arment Tool Co.. 


Chase Brass & Copper Co...... 


NE a EN, Tie nko 05.055 900.50 


Chicago Roller Skate Co........ - 


Chicago Spring Hinge Co....... 
ae 6 


Check Bret: Wet Ge. oo cscvsses - 
fT 6S A eer ee ee - 


Clay Equipment Corp.......... 


Clemeon Bros., Tme.....cccccres 


Cleveland Quarries Co.......... - 


Twit Drill Co....... 


‘leveland 


‘oldwell Lawn Mower Co....... 


~ A A 


‘olumbian Rope Co............ 


‘onestoga Corp. 


‘ongoleum 
Consolidated Electric Lamp Co... 


‘ontinental Screen Co.......... 


‘ontinental Steel Corp.... 


ok Company, F.C... 266500 


orbin Cabinet Lock Co........ 


‘orbin, r. & F 


orbin Screw Corp... .<.sscccees 
‘ortland Grinding Wheels Corp. 
poe te 
Cronk & Carrier Mfg. Co....... 


frown Cork & Seal Co......... 


‘yclone Fence Co. 


DMO BUN. Bs nooo cscs oeascees - 


Damascus Steel Products Co.... 
Dayton Toy & Specialty Co..... 
Dazey Churn & Mfg. Co........ 


‘leveland Wire Spring Co...... - 


‘coleman Lamp & Stove Co...... -— 


a ie | - 


De Laval Separator Co......... - 


Deming Co. 


[PE OOS winvesensas>n shee 
Dexter Co. 
Diamond Calk & Horseshoe Co.. 


Dickson Weatherproof Nail Co.. 


Display Material Co..........+. 
Disston & Sons, Inc., Henry.... 
Ne ORR Essen suwicesnc diced 
Dixon Crucible Co., Joseph..... 


Duluth Show Case Co.......... 
Du Pont de 
EB. i. 


Nemours 


E 


Eagle-Picher Lead Co.......... 
Eastern Nail 
Eastern Tool & Mfg. Co........ 
ty Eee 050s 55 oF 0swice eee 
Edlund Co. 
UGG “EAD TGs caccvaveycvens 


Biecteie Catlery Co... 2. ccsonee 


TOM “WOKS. 26s sacs 
es ys | eer i 


Evansville 


‘airbanks Co. 


‘airmount Tool and Forging Co. 


Riasstses 


Hiram 
Co. 


‘arrand, Inc., 


Fate-Root-Heath Co. ........... 
Faultless Caster 
Piteperald Mig. Co... ccs ccccae 
Forsberg Mfg. Co..........00:. 
5S. ae Se a ee are 
Frederick Co. 


General Fireproofing Co......... 
General Wheelbarrow Co........ 
Power Washer Co........ 
Mig: Coe...5 


WU Bisk-c'e ae 


Getz 
Gilbert & 
Gilbert Clock Co., 


Bennett 


Globe Stove & Range Co........ 
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Slide Softly—Silently—Smoothly 


Better Than Casters for Furniture 
Seventeen years of constant 
sliding service without 
a complaint 


The Package 
10c 
Set of 
A ae 4 
APPLYING 


Look for Name Inside Each Dome 


If your Jobber cannot supply you—write us direct. 


DOMES of SILENCE 


INCORPORATED 
21 Pearl Street New York City 








Bommer 
Spring Hinges 





are are 
the best the best 


Millions 
and Millions 


of People are Pushing 


Them 


whenever they open a door 
Follow the line of least resistance 


use BOMIME!H always 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 






































The Original and Best Large Capacity 
Chick Feeder 


— MOE’S LINE— 


A big up-to-date line of Poultry Supplies. The mar- 
ket standard for quality and completeness. Every- 
thing for Chicks and Chickens:—Feeders, . drinking 
fountains, brooders, incubators, etc. All made right 
and sell readily—no shelf warmers! 


Thousands of hardware dealers are selling “Moe’s 
Line” with profit and satisfaction. 


Make ‘‘Moe’s Line”—Your line. It’s a fine line to 
handle! Write for 72-page Catalog and Prices. 


(oEFT & COMPANY 


2305 Davis St. North Chicago, Iil. 











Superior Brand 
Poultry Netting is 
the accepted stand- 
ard of perfection. 
Unrolls evenly. Free 
from bags and 
bulges. Thoroughly 
galvanized. The best 
netting is the best 
seller. 


The Netting with 
the Rooster Label. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 
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‘HO ever heard of such an astounding 
growth in. one year? Born March 1, 
1929 of distinguished parentage, this prom- 
ising infant of the Millers Falls family was 
soon permanently adopted by thousands of 
experts — carpenters, cabinet makers, crafts- 
men ... men who know and use good tools. 


On behalf of the truth it must be stated that 
the Millers Falls Line of Planes started in life 
with unusual advantages. Months of careful 
experimentation by capable engineers, years 
of experience in fine tool making — these were 
but a beginning. The result was a line of 
Planes that improved the good points and elim- 
inated the difficulties hitherto experienced. 


Chattering — the age old cause of trouble — is 
done away with in Millers Falls Planes. 
A new feature in Planes - a 3-point bearing 
of the lever cap — keeps the cutter flat the 
entire length of the seat and holds the blade 
firmly at the correct cutting angle. 





: j ust A year old...on Marc 1,1930 


Improved plane cutters which need _ less 
sharpening and reconditioning are the result 
of a profound knowledge of fine tool steels 
and a new process of tempering the cutters 
electrically. Other improvements include 
extra reinforcements of the bottoms and frogs 
and a thickness and width of the lever cap - 
the most frequent point of breakage - which 
enables you to clamp the cutter as tightly as 
you want. The Millers Falls Line of Planes is 
complete, too - bench planes from 7 to 24 
inches, smooth or corrugated bottoms, and 21 
models of block planes. 


We'll be glad to supply you with leaflets for 
your customers which show all the 46 num- 
bers in the line. Let us know how many you 
want and remember that Millers Falls Plane 
Irons are also profitable items in themselves. 
They fit other makes of planes. Write today 
to Millers Falls Company, Millers Falls, Mass.; 
New York: 28 Warren Street; Chicago: 
9 So. Clinton Street. 


MILLERS FALLS 


CABLE ADDRESS: 





TOOLS 


MILLERFALL NEW YORK 





MILLERS FALLS TOOLS ~ 
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Increase the Volume of 


Your Spring Business— 
with 


Showcarder 


‘Silent Shelves make no Sales” 








‘HE Spring Season is upon us, and no other time— 
not excepting the Holidays—offers er weed oppor- 
tunities for Sales and Profits to the Hardware Mer- 
chant. It is the time of renovation, repairs, freshening 
and cleaning as well as gardening and early lawn work. 





You or your elerks—anyone—can make 
signs like these with Showearder 


yet 


; 
: 
a 
t 





EXCEUUENT CONDITION 


In fact, almost every Spring Activity leads directly to meets! §=©6 Buick Roadster” 
FINISH 


the Hardware Store! ees Soar $375, 
THE “NEED” IS THERE : * 


Hundreds of householders should buy tools and re- 
| pair materials at this season. Paint literally “flows 
| like water” to cover the ravages of the winter months. 
Up hundreds of step-ladders swarm as many amateur 
window-washers, while indoors “Spring Cleaning” 
makes its myriad demands, ranging from curtain rods 
to carpet tacks. 


+ 


GO AFTER IT! 


Spring Business is yours—TO GET! Very few of 
those busy householders are going to come in and beg 
for your wares, but it is a wonderful opportunity. to 
SELL WITH SIGNS, simply because the suggestion 
made by the sign couples with an immediate need— 
something they know they ought to get. 


Moreover, the sign’s suggestion is always without 
offence, while, by word of mouth it might be considered 
officious or even offensive. 


Here SHOWCARDER steps gracefully into the role 
of Star Salesman. Anyone in your store can let- 
ter beautiful, professional looking signs with this de- 
vice at the first trial, rapidly, effectively and efficiently. 
Once the investment is made, these signs are prac- 
tically without cost to you, and no other one thing 
will prove as potent a selling force. 


Our customers frequently write us that 
the increased profits for the first week of | 
| using SHOWCARDER paid the cost of the | 
| complete outfit. 


Send in the coupon for complete information TODAY. 
There is no obligation involved. You need SHOW- 
CARDER in your business. 


SHOWCARDER, Inc. 
2332 University Ave. St. Paul, Minn. SQUEEGEE 





a IETS aT TT ro Saves 
peer LABOR 
& SHOWCARDER, Inc., 2332 University Ave., St. Paul, Minn. , WAS ' 
: Please send me Free—complete information regarding SHOW- * Wh HING : 
' CARDER. ' y WINDOWS 
eck eh tks set ssaee nk tah s skeen ow nese enehe - Not? ‘ 
' 5 ° 
, Firm .... mpennasnensnnsvsnpritennedsasennsnsneseps ‘Mail It ° Assorted Sizes 
Rn ee ee ee ee te ee Te es er ' 
MN id pol igs. Wier aieakericapicnaxesee hepa * Now! 
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